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Next fall, in every town, a certain number 
of: families will be wearing new frocks, hats, 
coats; their homes will have been re-decorated, 
there will be new carpets or rugs to be seen, 
a pew chair or two, or new curtains—little 





kifcknacks added; everything brightened up. 


® Dhese are the families you 
wait your product to go to— 
and want your advertise- 
ents to reach. 

hese are the families that 
Te Delineator, The De- 
signer, and the New Idea 
Woman’s Magazine are 
edited to please and to 
help. 

If you could trace out the 
purchases of these families 
next fall, you would find that, 
in every locality, some of the 
most prosperous and sub- 


stantial—enough to have a} 


strong influence on the pur- 


chases of the others; and on’ 
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the purchases of their deal- 
ers—got their ideas for their 
new dresses and new house 
furnishings from The De- 
lineator, or The Designer, or 
the New Idea Woman’s 
Magazine. 

The September pest 
the first of the fall numbers 
telling of the coming season’s 
reigning styles—will close its 
advertising forms July .5. 
The message about your 
product ought to go along 
to these families: to be read 
by, them when, their ideas 
about fall purchases are be- 
ing deciced. 


(oy A BL BLACK 
io Manager of Advertising 
Butterick Building 

New York 
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We Want You. To Know 


Tbe Woman's Magazine 


OF ST. LOUIS 


> Before You Use It 








The Woman’s Magazine claims nothing—it proves everything it 
is possible to prove—not with theories but with irrefutable facts. 
Here are some points of vital interest which 


THE WOMAN'S MAGAZINE PROVES 


The quantity of our circulation— 

That means every copy for which we charge the advertiser— 
and home circulation at that. Every copy goes out in a separate 
wrapper to yearly subscribers—every copy reaches a home. 

The quality of our circulation—the purchasing power of our 
readers— 

That means, wesubmit lists of our paid subscribers in any cities 
or towns in the United States that the advertiser may select. 

The territory our circulation covers— 

That means we give our distribution by States, and such further 
analysis as the advertiser may desire. 

That 95 per cent of our output goes to women— 

That means advertisement readers and buyers of advertised 
products. 

That we hold the confidence of our readers— 


That means, among other things, that we do not accept liquor, 
tobacco, objectionable medical, speculative financial or fraudulent 
advertising. We guarantee every advertisement that we do accept, 
and make good in dollars and cents to subscribers for any loss they 
may sustain through answering advertisements in our paper. 

The equality of our advertising rates— 


That means the same rate to each and every advertiser. Our 
records covering the acceptance of every advertising order are open 
to the inspection of any one who may see fit to call for same. 

We will suggest other means of testing the merits of The 
Woman’s Magazine before you use it, and will accept counter sug- 
gestions from prospective advertisers. We want you to know ex- 
actly what you are buying when you advertise in The Woman’s 


Magazine. We do not ask you to depen uesswork or theories. 
We furnish you cold facts. I 4 
Whether or not you concur it Our arguments that The Woman’s 
Magazine is the best medium in America to-day for reaching homes 
outside of the big citie' ca ye proof of everything that con- 
cerns the merits of our ao sa progressive advertiser 
you certainly owe it t s out what we have to offer. 
l we want is an opportunity to show you what The Woman’s 
Magazine means to advertisers. No matter what media you are 
employing now you cannot afford to ignore a publication that 
offers you_the advantages, for inyestigation that The Woman’s 
Magazine does. se 0° 
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“FOREFATHER” WHISKEY. 





OLD-FASHIONED CORN JUICE IN- 
VADES NEW YORK CITY AS A RE- 
SULT OF DIXIE’S ATTACK ON THE 


DEMON RUM—-A_ DECIDEDLY IN-~ 
TERESTING FLANK MOVEMENT 
THAT IS WAKING UP THE 


METROPOLIS, 





Out along any of the main- 
traveled automobile roads from 
Greater New York may be seen 
big painted signs for a new brand 
of whiskey called ‘Forefather.” 
In the “Great White Way” at 
night this brand is burned into 
hundreds of thousands of memor- 
ies in letters of light. Along 
every tailroad leading out of town 
there is attractive billposting for 
“Forefather,’ and the mails are 
being used too, householders and 


physicians being reached with 
personal letters and descriptive 
booklets. 


Back of this new whiskey cam- 
paign there is quite an interesting 
problem. ‘“Forefather’” is real 
old-fashioned Southern corn 
liquor, distilled by the R. M. 
Rose Company, formerly located 
in Atlanta. Some time ago the 
Little Schoolmaster published a 
full description of the excellent 
newspaper advertising done by 
this company in its home town. 
For the company, while owning a 
large distillery in the South, was 
prominent in the retail liquor 
trade of Atlanta, and marketed its 
goods through unusually clear, 
explanatory copy, dealing with 
the medicinal and tonic value of 


good whiskey, guaranteeing the 
purity of the Rose brands, ete. 
This advertising, prepared and 


placed by the Armistead & Mc- 
Michael agency, in Atlanta, was 


« ah ow 


NEW YORK, 
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about the most progressive liquor 
publicity that the Little School- 
master has ever seen, and reflect- 
ed a progressive business, 

When the Prohibition move- 
ment struck Georgia a year ago, 
however, it utterly, annihilated the 
company’s retail organization in 
that State, and drove the whole- 
sale, mail order and distilling or- 
ganizations to Tennessee. Jo re- 
build its business and find an out- 
let for enormous quantities of 
whiskies mellowing in bond, the 
company came to. New York. An 
office was opened; a heavy adver- 
tising appropriation made, and 
the company is now doing some- 
thing that Printers’ INK has 
often suggested ought to be done 
—namely, popularizing a brand of 
old-fashioned Southern corn 
liquor in the North, 

James W, Cole is the company’s 
New York manager, with offices 
in the Times Building. A whis- 
key man primarily, Mr. Cole has 
had wide advertising experience, 
and is familiar with New York 
conditions through long residence 
here, though he is a native of 
Tennessee. When a reporter for 
Printers’ INK called on him the 
othef- day he was busy organizing 
a sales force to follow up the 
striking brand- advertising that 
has been running since the middle 
of April. 

“You must not assume that our 
Southern trade has been wholly 
destroyed,” he explained, “for as 
a matter of fact we are now sell- 
ing more goods in the South than 
ever before, through our maile 
order organization. The changes 
brought about by the Prohibition 
movement, however, led the com- 
pany to put into effect certain 
plans for building Northern trade 
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that had long been lying dormant 
as possibilities. 

“Our express patronage 
New York has been large 
growing for several years. In 
addition to the thousands of 
Southerners in the metropolis 
who buy from us, there are hun- 
dreds of Northern customers who 
have become familiar with our 
goods while visiting Atlanta, and 
who have bought regularly after 
returning -home. The Southern 
population here, too, is a helpful 
factor, being loyal to its native 


from 
and 


’ 


the retail trade, will be heavy 
enough to place the goods. Re- 
sults even now indicate that 
‘Forefather’ has won .-a place in 
the metropolis, and the campaign 
will be increased in the fall in- 
stead of lessened. Perhaps we 
shali add newspapers then. It is 
the belief of many people that 
New York cannot be covered 
without the dailies. Personally, 
though, I am a strong believer in 
the power of outdoor mediums.” 

The Rose Company occupies a 
peculiar position in manufacturing 


FOREFATHER 
CORN 


WHISKEY 





€ 
ON THE GREAT WHITE WAY. 


section, and ready to aid in build- 
ing up the reputation of a char- 
acteristic Southern product like 
corn whiskey. 

“The first advertising has been 
put outdoors, and is confined to 
exploitation of the brand, because 
we want to get the name of ‘Fore- 
father’ before the city before 
the hot weather starts. Summer 
is essentially the whiskey season. 
By beginning in April we have 
created enough interest to form 
the basis for a vigorous selling 
campaign and direct circularizing. 
The amount of paper and paint 
we shall use through the summer, 
backed by active sales work on 


this type of liquor, Corn whiskey 
is the distinctive product of the 
old-time Southern moonshiner, 
and’ has been made by his primite 
process from the earliest times, 
long before the advent of rev- 
enue laws involved him with the 
Federal authorities. The romance 
cast around the moonshiner, and 
his simple ways of living, have 
created in the mind of the average 
man—and especially the North- 
erner—an idea that corn whiskey 
is cheap and crude. As a matter 
of fact, however, when manufac- 
tured by old- fashioned methods, 
it is a mellow, pure and generous 
liquor, and when properly made 
(Continued on page 6.) 
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Advertising Activity 
in Prospect 


This August issue of 

THE LapiEs’ HoME 
JouRNAL has just been closed, 
with an excess of 10 columns 
of advertising over last 
August — reaching. the lar- 
gest quantity of advertising 
ever carried in an August 
issue of the magazine. 
This unprecedented record 
affords an excellent indica- 
tion of the advertising activ- 
ity in immediate prospect. 


Tue Curtis PuBLisHING COMPANY 
PHILADELPHIA 


New York CHICAGO BosTon 
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and aged, often commands a high- 
er price than the best rye liquors, 
‘ or the imported Scotch and Irish. 
Unscrupulous sophisticators have 
helped the moonshiner illusion 
along by concocting so-called 
“corn-whiskey” of raw spirits and 
artificial flavorings. But the pure 
food laws have changed all that, 
practically putting the makers of 
imitation corn liquor out of busi- 
ness. The Rose Company claims 
that its United States bonded 
warehouses contain more genuine 
corn whiskey than _ the _ total 
amount owned by all other dis- 
tillers and dealers in this country 
combined. Its products are made 
by what is known as the “primi- 
tive method,” or virtually the 
moonshiner’s method improved 
by modern scientific tests and ap- 
paratus. The requirements of 
labeling under the pure food laws 
draw a sharp line between whis- 
key of this sort and the imitation 
formerly sold under lying labels, 
Consequently the company, in ad- 
dition to the advantage gained by 
entering New York with a strik- 
ing advertising campaign, and the 
prestige of being first in the field, 
is not likely to be troubled by 
competition for awhile. For the 
time necessary to distill and prop- 
erly age similar goods can be 
counted upon to effectually shut 
out even legitimate competition 
for a term of years. 

The task of popularizing a new 
whiskey in New York, however, 
even with such manifest advan- 
tages, is by no means an easy 
one. The metropolis has at no 
time within recent memory been 
without some aggressive whiskey 
campaign. The lavish expendi- 
tures for different brands of im- 
ported and native liquors has 
made a serious problem for the 
retailer. The latter has to carry 
more different brands than is 
agreeable to him, and at even the 
large cafés, restaurants, hotels 
and bars there is a disposition to 
drop any brand that can be con- 
veniently eliminated, and to turn 
a cold shoulder to any new brand 
that is exploited. It is said on 
good authority that no mere ad- 
vertising to-day, no matter how 
strong, is adequate to forceanew 


brand of whiskey into New York’s 
bars and hotels without supple- 
mentary sales work. “Forefather” 
is to be backed up by such sales 
work, however, and with direct 
advertising to consumers. Of all 
the new brands introduced the 
past five or ten years, it has ad- 
vantages in being also of a dis- 
tinct type, new to the New York 
palate. 

Much of the Scotch whiskey 
that has been popularized in this 
country in recent years, chiefly 
through fashion, is said to be 
really a corn whiskey, The dif- 
ference between “pot still” and 
“patent still’ is perplexing to any 
layman. The controversy raised 
over this point in England has 
finally led to an investigation by 
a commission of Parliament, and 
pending its decision, most of the 
London bars post signs disclaim- 
ing responsibility for the nature 
of any whiskey sold. The patron 
of an English bar, indeed, is apt 
to be genuinely disquieted when, 
as he takes up his glass of spirit, 
his eyes fall on a card that in- 
forms him, in effect, that the pro- 
prietor will not be responsible for 
consequences connected with any 
whiskey drunk on the premises! 
At bottom, though, it seems to 
be true that “pot still” Scotch and 
Irish whiskies are made of malted 
or wunmalted barley, while the 


“patent still” is often made of 
Indian corn imported from 
Russia. Thus, our old-fashioned 


corn juice from Dixie is, in effect, 
the same liquor as much of the 
aristocratic imported Scotch, and 
doubtless a good deal purer, mel- 
lower and better. These various 
considerations make the work of 
popularizing good corn juice in 
this country exceedingly interest- 
ing. 

The present campaign is con- 
fined to New York. In addition 
to the enormous population 
reached by boards, bulletins and 
illuminated signs (fully one- 
twentieth of the people in the 
United States) there is a great 
floating population in New York 
every summer that gives a truly 
national effect. After a summer’s 
work of this sort the Rose Com- 
pany will unquestionably have a 
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healthy metropolitan trade, an ag- 
gressive metropolitan sales organ- 
ization, a more or less permanent- 
ly established brand to follow up 
with future advertising, and a 
sound basis for an educational 
campaign covering the whole 
country. Add explanatory pub- 
licity in periodicals, dealing more 
fully with processes, and it is 
reasonable to assume that a vast 
national trade can be taken care 
of through the company’s mail- 
order orgnization. For mail- 
order sales are not affected by the 
Prohibition movement. 

Thus far the campaign has been 


handled chiefly by the ‘outdoor 
advertising organization of the 
O, J. Gude Company. 
aa so ie ee 
AN UNDEVELOPED FIELD IN 
SOUTH AMERICA, 
An interesting sidelight on the de- 


feated measure for an improvement of 
our mail service to South .Ameri¢a 
reaches us in the shape of a special 
issue of the Uruguay Weekly News. 
It is an 11 by 15 inch volume of 160 
pages. No less than thirty of its pages 
are devoted to description of British 
enterprises in Uruguay. American in- 
terests are covered by two pages of 
matter. It shows that there is only 
one important American exporting firm 
in Montevideo and that American im- 
ports are handled almost exclusively 
by English and German firms, 

England’s interests in Uruguay in- 
clude the ownership of all the rail- 
ways of the country, four of the most 
important banks, at least eight lines of 
ocean steamships, gas companies, in- 
surance companies, docks, water works, 
telegraph and telephones, commercial 
houses and two newspapers. These 
enterprises represent the investment of 
millions of dollars and give a hold on 
Uruguayan trade that cannot be 
loosened by this country without a 
radical change in our present methods. 
The country does a foreign business 
of more than $60,000,000 a year, and 
the share of this country in that trade 
is only about 8 per cent, A respectable 
mail and passenger service would give 
the United States a much more credit- 
able commercial position. 

This magazine publication of the 
Uruguay News should be widely dis- 
tributed. It tells of a rich and fertile 
country with an area of 72,000 square 
miles and a population now estimated 
as exceeding 1,000,000. As stated in 
the volume, Uruguay is not, “as some 
erroneously imagine, the home of 
turbulent Gauchos, the happy hunting 
ground of savage Indians,” but a land 
of progress with which the United 
States should get into closer commer- 
cial contact—New York Sun, 

o> 

Ir is bad business to let any one 
look in vain for an advertisement of 
your business. 


WHILE THE LAMP HOLDS OUT 
TO BURN, THE GREATEST 
SINNER MAY RETURN, 
Waterbury, Conn., June 24, 1908. 

Editor of Printers’ INK: 

Attention to your criticism of our 
advertisement in Suburban Life has 
been forcibly called to our attention 
by the fact that we received an order 
for one of our Sprinklers on the 
strength of your criticism, and_ better 
still the money accompanied the order. 

Inasmuch as you are so critical you 
are undoubtedly in a position to stir 
up some of your “Gray Matter” in 
other directions in our behalf, and if 
you will submit to us just the kind 
of an advertisement we ought to have 
to sell the goods we will be pleased 
to receive it. Would you not like to 
submit such an _ advertisement that 
could be used in Printers’ INK, 

Yours truly, 
Novetty MANuFACTURING Co, 











fPeHERE one 
ww) §6simple and accu- 
rate kind of circulation 
statement—Net sold 
describes it. No re- 
turns, excluding ex- 
changes,samples,adver- 
tisers’ and employees’ 
copies. Everything not 
paid for deducted. You 
will find such a state- 
ment on the editorial 
page of every issue of 
Tue Cuicaco REcorp- 
HERALD, 
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Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents, 


Actual average circulation 149,281. 
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BUILDING UP A BANKING advertisement was wholly devoid 


BUSINESS. 
CARNEGIE Trust CoMPANY, 
New York, May 28, 1908. 


Mr. John Irving Romer, East Orange, 
Ne at 


Dear S1r—The approaching comple- 


tion of the Hudson Tunnel and Ter- 
minal project leads us to suggest to 
you the convenience of the Carnegie 
Trust Company and the Carnegie 


Safe Deposit Company for some part 
of your business. 

Occupying the main floor, basement 
and sub-basement of the North Trinity 
Building, 115 Broadway, the bank and 
vaults are but a short distance from 
the Cortlandt street terminal and easily 
reached from the downtown ferries. 
A corridor from our basement con- 
nects with the Wall street Subway sta- 


tion, the stopping place for express 
trains running to Brooklyn or the 
Bronx 


The Carnegie Trust Company is or- 
ganized on the broadest lines for the 
transaction of a general banking and 
trust business, 

The Carnegie Safe Deposit 
pany‘s Armor Plate vaults are 
largest and strongest in the world. 

We shall be glad of an opportunity 
to serve you in carrying a part of your 
bank account or in any capacity of 


Com- 
the 


trust; our officers will cheerfully con- 
sult with you. : 
Hoping that you will call or that 
we may hear from you, 
Yours very truly, 


J. R. Curran, Vice-President. 


The Carnegie Trust Company 
is the institution of which Leslie 
M. Shaw was formerly president. 


To accept this position he re- 
signed from the Cabinet: It has 
lately added to its directorate 


such men as Frederick Weyer- 
hauser of St. Paul, the richest 
man in the northwest; David R. 
Francis, formerly Governor of 
Missouri; Alexander McDonald, 
the Standard Oil man of Cin- 
cinnati, and Adolphus Busch, of 
St. Louis. 

The above letter was sent out 
in fac-simile to New Jersey resi- 
dents coincident with the comple- 
tion of the Hudson River tunnels, 
Only a few years ago such ag- 
gressiveness in seeking business 
would have been regarded with 
horror by conservative banking 
men. The old theory was that a 
bank was too dignified an institu- 
tion to advertise, and that if it 
ever should find it expedient to 
advertise, great care must be ex- 
ercised to make certain that the 


of human interest. 

But opinion is shifting rapidly. 
The savings banks first broke the 
ice, and the late financial unpleas- 
antness started many ultra-con- 
servative national banks on. the 
advertising path, Having sampled 
printers’ ink, they haye discover- 
ed that there is nothing so ter- 
rible about it after all. History 
shows that where a man has once 
dabbled in advertising, he seldom 
breaks away from it altogether. If 
circumstances lead him to suspend 
the use of printers’ ink for a 
while, the day is certain to come 
when the temptation to get back 
in the game overcomes him, 

Advertising men have long 
wanted to see some strong finan- 
cial institution lead the way, be- 
lieving that others will follow like 
sheep if the ‘pace is once set by a 
recognized leader. Bank direc- 
torates are recruited from the 
ranks of successful business men, 
and the director of a bank who 
has made his private business a 
success through advertising is 
likely to raise the question why 
similar methods cannot be applied 
to the banking business. 

The next ten years will see a 
large increase in the amount of 
advertising done by banks and 
trust companies. They may start 
like the Carnegie Trust Company 
in first advertising their safe de- 
posit vaults, and from that it is 
only a step to advertise the en- 
tire scope of the institution. 

Publishers and __ advertising 
agents will not be inclined to put 
any straws in the way of the 
bank that wants to advertise. 
There will, at all events, be 
anxiety about the collection of ac- 
counts when institutions of the 
caliber of the Carnegie Trust, 
Company, with ten millions of 


assets, begin to send out their 
orders. 
—__<+@>—_—_—_——_ 
HITS HOME IN AMERICA. 


A gentleman bought at the postoffice 
a large quantity of stamped envelopes, 
newspaper wrappers, etc. I'inding them 
difficult to carry, he asked one of the 
clerks if he could supply ‘him with a 
piece of string. ‘“‘We are not permit. 
ted by the department to supply string,” 
a the reply. “Then give me a bit 
of red tape,” was the sarcastic retort. 
The string was supplied.—Sketch. 
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THE COLGATE IDEA OF 
ADVERTISING. 





There are but one or two cen- 
tury-old concerns who are in the 
front rank of advertisers to-day, 
besides Colgate & Co. 

This concern began business in 
1806, and .is to-day, perhaps, the 
largest concern of its kind in 
business. Not only is it the 
largest, but it has a peculiar kind 
of prestige and select favor 
which, like the Baker chocolate 
reputation, is the slowly accumu- 
lated result of more than a cen- 
tury of satisfied use. 

A representative of PRINTERS’ 
Ink had an interesting talk re- 
cently with Sydney Colgate, who 
looks after the advertising in- 
tertsts of the company. “What 
we are trying to do here,” said 
Mr. Colgate, emphatically, “is to 
build up a business on a basis of 
entire frankness and confidence. 
We have a very fitm policy of 
sticking rigidly to the truth, 
and being content to grow 
slowly and build soundly, rather 
than to insist that our goods do 
what they don’t do, and can’t do. 
Profitable advertising, as we see 
it, ‘is truthful advertising; and 
truthful advertising—mark this 
carefully—truthful advertising im- 
plies honesty in manufacture. 

“Success on wind and misrep- 


resentation cannot hold out, Lin- 
coln’s adage about fooling the 
public is still true. The adver- 


tiser who does not carefully dis- 
criminate between truth and 
falsehood in his advertising is 
bound to have his success re-act 
on him. It is inevitable—the 
goods that belie the ad also belie 
the advertiser. 

“IT do not believe that many 
advertisers appreciate the great 
value of understatements, as yet. 
It is far better to agreeably sur- 
prise the buyer’s expectation than 
to disappoint him. Business does 
not grow and prosper by disap- 
pointed expectations, but by ex- 
pectations which are more than 
fulfilled, 

“Now you won’t find our. ad- 
vertising telling women that our 
toilet articles will make them 
beautiful. You won’t find our 
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advertising claiming any magic 
virtues for any of our products— 
though our goods are undoubtedly 
as fine and, we think, finer than 
any of the products which talk 
so glowingly and_ superlatively 
about their merits. We spend 
more thought and work and 
money on making the articles 
right than in praising them. In 
this way we have built up a repu- 
tation for conservatism in adver- 
tising statements that may not 
look spectacular, but which has 
necessarily won friends year by 
year. To-day we are winning out 
in spite of the shouting, the 
superlatives and the actual lies, In 
our shaving soap campaign we 
have run up against deliberate 
misrepresentation, aimed to mis- 
lead the public, in spite of the 
fact, which we are ready to prove 
at any time, that ours is the more 
neutral soap—not theirs, 

“But in the long run things will 
right themselves naturally. The 
soaps and toilet products which 
not only fall far short of their 
advertised claims, but are the ex- 
act reverse of them, are slowly 
being found out; while our own 
business steadily goes ahead. We 
have been in business 102 years, 
yet our volume of business last 
year was greater than at any time 
in our history. This is the test 
that few can stand—the test of 
time, when the public learns the 
exact value of your goods, 

“We are believers in the power 
of advertising,, but we have no 
pet methods. I don’t think adver- 
tising is anything like an exact 
science, The best of us cannot 
talk too certainly about what is or 
is not going to pay. The only 
safe guide is the wisdom one 
slowly acquires from experience. 
I use a great many methods of 
advertising, but I may drop some 
of them to-morrow, and use a new 
kind—I hold myself ready at all 
times to learn. One thing I can 
say, however, and that is con- 
cerning brazen, offensive outdoor 
advertising. I don't believe in 
defacing the face of nature. 

“Advertisers make a great mis- 
take in following but one kind 
of advertising. It is like trying 
to make one horse draw a rig 
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. geared for eight horses—or, I 
-. might more vividly say, in this 
age of automobiles—like using 
but one cylinder in a four or six- 
cylinder, when the ignition is per- 
fect in all of them. 

How important is copy?. Well, 
good copy in a poor medium is 
only halt as effective as good copy 
in a good medium. 1 suppose 
copy is really more vital than 
anything else in advertising; but 
the man who has the wit and 
wisdom to get: good copy is not 
likely to be blind as to the im- 
portance of other things. 

“IT do not think substitution is 
worth all the hue and cry 
made about it. What do we mean 
exactly by substitution anyhow? 
If we mean the deliberate wrap- 
ping up of a brand which the cus- 
tomer didn’t ask for, and palming 
it off for the brand he did ask for 
—why, that is a case of plain mis- 
representation which I do _ not 
think is widely prevalent. What- 
ever there is of it, manufacturers 
will have to face and deal with, 
as any dishonesty is dealt with. 
But if, as I take it, substitution 
is generally meant to signify the 
effort of a dealer to argue a cus- 
tomer into accepting a brand in- 
stead of thé one the customer 
asks for, then I do not see why 


it is worth so much fuss. It does 
not worry me in the least. It may 
and probably does worry those 


who have failed to advertise ef- 
fectively, or to make a proposi- 
tion of interest to dealers, or to 
provide good quality. It is a plain 
business proposition for the deal- 
er to urge the brand he chooses; 
but neither he nor an advertiser 
can succeed long in marketing an 
unworthy proposition. Merit will 
settle the mater some _ time—it 
may be soon or late. 

“There may be two thousand 
women to-day asking for Col- 
gate’s and being given somebody 
else’s, after a little argument by 
the dealer. Some dealer’s own 
their particular products, put up 
by themselyes. You can’t blame 
them; neither can you blame the 
consumer if he hasn’t been enough 
impressed by your product to 
want that in preference to others, 





Why, if you were to shut off the 
dealer’s chance to argue a cus- 
tomer into buying something else, 
no new’ goods could get on the 
market, Give everything a chance 
on its merits.” 





- 


FOR SUFFERING DYSPEP. 
TICS. 





The Dr. Richards Dyspepsia 
Tablet Association in New York 
is a large user of newspaper 
space, One idea which has been 
used with unusually good results 
is the printing of testimonials, a 
dozen or more in one advertise- 
ment all gathered from one local- 
ity and printed in the paper that 
covers that particular territory. 
Each is a little story in itself; has 
an individual heading such as “A 
Popular Clerk” or “A _ Well- 
Known - Business Man,” followed 
by a short talk on the evils of 
dyspepsia and backed up by the 
testimonial, bearing the writer’s 
name and address. Following 
each testimonial is the price of 
the Dr, Richards preparation. 

What interest does the average 
man have in the testimonial of 
some stranger, in a distant city, 
when he reads in his local paper 
that the stranger for years has 
been a sufferer from some chron- 
ic sickness and through the use of 
somebody’s remedy is enabled to 
enjoy life once more? Little or 
none. But let that same man 
read a testimonial from someone 
he knows, who lives in his own 
city and is possibly a neighbor, 
telling how, by using the adver- 
tised remedy, he was cured of an 
ailment, the reader becomes in- 
terested and the testimonial will 
be read, out of curiosity if noth- 
ing more. 

———4)>—____ 
MORE EVIDENCE. 
Des Mornegs, Ia., June 11, 1908. 
Editor of Printers’ INK: 


In your issue of May 6 you made 
mention of a want ad booklet issued by 
the Register and Leader. We have. 
since had many requests for the book- 
let from all over the United States, 


and in addition one from Copenhagen, ‘ 


Denmark—quite conclusive proof that 
PRINTERS’ INK enjoys a wide circu- 
lation. Very truly, 


Harry Territt Warts, 
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SUCCESSFUL MIDSUMMER 
ADVERTISING. 


WHAT LEADING STORES DO TO AC- 
CELERATE WARM WEATHER BUSI- 
NESS—TO ATTRACT MOST ATTEN- 
TION SUMMER SALES SHOULD BE 
UNIQUE IN CHARACTER—A BRIEF 
REVIEW OF SOME _ INTERESTING 
SUMMER SALES AND SUMMER AD- 
VERTISING OF RECENT YEARS, 


In a recent issue of PRINTERS’ 
Ink was published an article 
dealing with the principles of 
modern summer merchandising as 
it is practiced in most large retail 
stores. The point of the article 
was that the summer season, as 
viewed from the retail standpoint, 
divides itself into two. periods— 
one in which brief, brisk, breezy 
sales are the rule, and the other 
a period of carefully-planned, 
long-continued clearing events. 
July, it was pointed out in the 
article in reference, is the time of 
the first period and August that 
of the second. 

In the present article an effort 
will be made to consider more in 
detail the chief characteristics of 
these summer merchandising 
events, and reference will be made 
to some of the more interesting 
summer sales and summer adver- 
tisements noted by the writer dur- 
ing recent years. In_ fact, the 
greater part of the article will be 
given over to accounts of unusu- 
al sale events, and to reprinted 
passages from catchy summer ad- 
vertisements, interspersed with 
brief sentences written by the 
writer at the time the various ad- 
vertisements were published, The 


article, then, will be more in the 
nature of a review than of an 
original discussion. But that 
should not affect its interest or 
possible helpfulness to readers. 
Somebody has said: “The mind 
grows by what it feeds upon. 


Study the work of the cleverest 
men in your profession. Look at 
things from their standpoint— 
—then from your own—and then 
compromise. Your own ideas and 
your own work will in this way 
receive an impetus as ‘gratifying 
as it may be profitable.” 


It must be remembered, in the 
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first place, that a chief element in 
summer sales should be unique- 
ness. To arouse the public from 
its summer somnolence, a sale 
must be fresh and interesting, It 
ought not to last very long and 
ought to have plenty of that’ 
subtle quality which is called 

“zip”—and means everything that 
is newsy, lively, interesting, time- 
ly, thorough, brisk and American. 

Bearing this in mind, we will 
now scan briefly some summer 
sales and summer advertisements 
which have created, during the 
past few years, more than a pass- 
ing interest. Some of these sales 
were carried on in New York; 
Philadelphia and Chicago were 
the birthplaces of others; and 
still others were originated as far 
west as California, They may not 
all, therefore, be available for 
use in every section of the coun- 
try, as the different habits and 
customs, as well as the varying 
temperaments, of the people in 
the several sections of the coun- 
try call. often for very different 
methods of advertising; yet all 
of the events, which will be re- 
ferred to in the following para- 
graphs, should be found to con- 
tain one or more ideas applicable 
in one form or another - under 
most conditions. 

The first point which comes to 
the writer’s mind in connection 
with summer sales is a rather 
caustic criticism, published in a 
textile trade paper in reference to 


the term “semi-annual clearing 
sales.” After referring to a spe- 
cific sale-announcement as “the 


same old effort to make the same 
old sawdust and pink lemonade 
as exciting as possible,” the criti- 
cism went on as follows: 

It would be refreshing if some 
clever advertising man would evolve 
some new expression to take the place 
of the term ‘“‘clearing-out sales.’’ Such 
events are necessary, no doubt, but it 
seems that they might be introduced 
differently once in a while. One New 
York store, for instance, announced a 
semi-annual clearing sale yesterday, 
but by the addition of a new word 
here and there, and by a somewhat 
original introduction, succeeded in 
putting a fresh touch on this time- 
worn sale excuse. For instance, in 
place of using the old phrase ‘“‘semi- 
annual clearing sale,” it said ‘great 
summer clearing house sale,” and _ in- 
stead of calling. attention first to its 
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own leftover stocks, it offered bright, 
new, attractive merchandise. 

This criticism was well founded 
on fact. for certainly few adver- 
tising phrases are more _ over- 
worked than the term ‘“‘clearing- 
out sale.” Even to-day the ma- 
jority of sales are styled “clear- 
ance sales,” and whatever signifi- 
cance the phrase may once have 
had is lost now through abuse 
and repetition. The next few 
paragraphs will be devoted to 
brief descriptions of summer 
clearing sales, which were run 
under new names and introduced 
and advertised in new and inter- 
esting fashion, 

“A Dog Days’ Sale” was the 
term which a Johnstown, N. Y., 
concern used in place. of the old 
hackneyed expression, The ‘‘dos” 
element in this sale-was well car- 
ried out in the advertising. The 
offerings were described as 
“dog-on good bargains,” and the 
prices were declared to be so low 
that the sale was sure to be a 
“howling success.” The sale was 
scheduled to run for _ thirteen 
days. 

Rogers, Peet & Company, 
whose advertisements are gener- 
ally worthy of a second reading, 
side-tracked in a sale of a year or 
so ago the distasteful ‘‘clearance” 
idea by the blithe expression “A 
Bird of a Bow Tie Sale.” The 
illustration of the advertisement 
fitted in nicely with the title of 
the sale, representing a rather 
chipper young bird, adorned with 
a gorgeous batwing bow and 
perched on a_ sign-post which 
bore the letters “sale.” 

“A Make Hay Sale” was the 
unusual description a Tennessee 
shoe store used for a summer 
clearing campaign. A cut, oc- 
cupying one corner of the full- 
page advertisement, pictured a 
vast field of hay, each blade bear- 
ing some form of foot gear, and 
the whole being mowed by a reap- 
er, which was presumably carry- 
ing out the idea expressed in the 
style of the sale. 

Sometimes, however, an adver- 
tiser’s desire to be unique leads 
him into. making ludicrous mis- 
takes, as in the case of a Kansas 
City concern that described a 


summer sale as “A Sale of Flot- 
sam and Jetsam.” The advertiser 
ia this instance evidently forgot 
that the term “flotsam and jet- 
sam” does not ordinarily convey 
an idea of merchandise that is al- 
together attractive. 

Another instance of the poor 
policy of giving too free a rein to 
one’s advertising imagination is 
afforded by a sale conducted some 
time ago by a Los Angeles (Cal.) 
department store. The sale in 
mind was called a “No Name 
Wash Goods Sale,” and was ex- 
plained in part as follows: “The 
telegram herewith reproduced 
was received from our New York 
office, and is the most startling 
announcement ever made in the 
local merchandise field. The pur- 
chase by So-and-So (name of the 
store) of the surplus stocks of 
three world-famous mills—think 
of it!—more than a carload of 
new wash goods to be thrown on 
the local. market at below-cost-of- 
production prices. ‘No Name Wash 
Goods Sale,’ is a most force- 
ful caption for this big venture, 
for these goods were sold to us 
by the mills with the express 
stipulation that no name or brand 
of the maker should be men- 
tioned. This was done to protect 
retailers, here and _ elsewhere, 
whose regular stocks consists of 
merchandise from these mills, and 
who are obliged to maintain 
regular prices,” etc., etc. 

Regarding this sale, a well- 
known advertiser made this criti- 
cism: “It is, indeed, a most un- 
usual announcement, yet its entire 
effect will, owing to the omis- 
sion of the mills’ names, not be 
as exciting as is possibly expect- 
ed. It is too bad that these mills 
withheld public use of their 
names, as this forces the author 
of this sale into resurrecting as 
hackneyed and feeble an ad meth- 
od as ever disgraced the reputa- 
tion for brains and originality of 
the advertising profession, Surely 
even the stupid public must now 
regard with suspicion this totter- 
ing advertising device—sincere 
though it may possibly sometimes 
be—which consists of a gushing 
telegram from a firm’s own rep- 
resentative, eulogizing the extra- 
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ordinary and magnificent ‘bar- 
gains’ which the buyer’s close 
friendship with prominent over- 
loaded manufacturers, coupled 
with the firm’s immense supply of 
ready cash, has brought into his 
hands, but warning solemnly that 
the impressive identity of the 
overloaded sellers must not on 
any account be whispered.” 

Gimbel Brothers, a Philadelphia 
department store, conducted, one 
or two years ago, a very striking 
summer clearing event which they 
termed “A Nugget Sale.” The 
sale announcement occupied a full 
page and was made up _ typo- 
graphically of boulders, great and 
small, of rocks, presumably gold 
ore. Through the cracks and 
crevices of the rocks could be 
seen baggage-laden burros, miners 
at work washing or digging gold, 
pickaxes, miners’ lamps, etc. On 
the face of the boulders were 
printed the special offerings of 
the sale, with the following ex- 
planatory introduction placed at 
the top of the page: 

Gold nuggets are good to find. But 
gold diggers have to dig for them! In 
Philadelphia finding gold nuggets 
means getting Gimbel bargains—and no 
hard work to get them! We tell 
of a pageful below—all treasure trove, 
as each one means a saving of half or 
more. Short stocks and odds and 
ends—August clearances bring savings. 
Nuggets here waiting to be picked up! 
Notice locations carefully. 

“A Wind-Up Sale” was a term 
coined by the Hope Clothing 
Company (New York City), a 
clothing concern which some 
years ago did some very effective 
advertising of the bargain type. 

Regarding the efforts which de- 
partment stores make, other than 
in the direct line of bargains, 
clearance and special sales, it is 
interesting to read what one ad- 
vertising man has said on the 
subject: “Hot weather and the 
going-away habit have, from time 
immemorial, caused retailers to 
dread the summer months, not 
only because of the natural dull- 
ness of trade due to these con- 
ditions, but also because adver- 
tising managers and department 
heads must, at this period, no 
matter how hot it may be, get to- 
gether and strenuously devise new 
and forceful ways and means 0X 


getting the mercantile ship out of 
the doldrums. Therefore, ab- 
normal offerings are made, extra- 
ordinary sales held, every novel 
possibility, such as giving with 
purchases of a certain amount 
free tickets to shore resorts, 
parks, etc., are seized upon and 
worked to the ragged edge. Iced 
tea, lemonade, free lunches are 
just as freely advertised. All the 
store parlors are made invitingly 
cool by means of palms and’ flow- 
ers, electric fans, etc., the only 
warmth about them being that of 
the invitations to the public to 
come and take advantage of 
them.” 

With the view of making a 
visit to their store during the hot 
weather months of specific inter- 
est, Strawbridge & Clothier, dry 
goods merchants of Philadelphia, 
installed two summers ago, at a 
cost of several thousand dollars, 
a water distilling plant with a 
capacity of five thousand gallons 
daily of pure, palatable water. In 
Philadelphia the drinking water, 
drawn from the not over clean 
Schuykill River, is notoriously 
impure, so that this rather clever 
move on the part of Strawbridge 
& Clothier, backed up by judi- 
cious advertising, soon gained 
for their store the valuable, trade- 
pulling slogan of “The Pure 
Water Store.” 

For the same reason, possibly, 
the Siegel-Cooper Company, of 
New York, made arrangements 
some time back to manufacture 
on the premises all its own candy, 
ice cream, soda water, cakes, 
pies, bread, etc. Announcing the 
opening of what it termed its 
“Daylight Bakery,” the company 
said in part: 

We have equipped on the fourth 
floor a bakeshop which is a model of 
its kind. We have called it the “Day- 
light Bakery” to distinguish it from 
the dark and noisome celiars in which 
the greater part of this city’s baking 
is done. It is a large, airy room, 
flooded with light, kept specklessly 
clean, equipped with the best appli- 
ances and manned by the best bakers 
that money can secure. 


This idea of a “daylight bak- 
ery’ was so good that shortly 
after its conception by the New 
York concern, the Henry Siegel 
Company, of Boston, borrowed 


” 
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the idea, together, it is said, with 
the substance of the original 
Siegel-Cooper advertisement, and 
used both unreservedly in con- 
nection with its Boston store. 
As noted in a foregoing para- 
graph, many stores make it a 
practice during hot weather to 
serve iced drinks, and, in some 
cases, refreshments, such as cake, 
sandwiches, etc. free to patrons. 
When this is done the question 
of how best to acquaint custom- 
ers with the fact, is often a prob- 
Jem which offers considerable 
‘difficulty in its solution. The an- 
nouncements must be _ graceful 
and courteous, and the “giving 
away free” element should be 
submerged as far as possible, or 
the effect of the gift may not only 
be lost, but it may even insult and 
turn away customers and visitors. 
The following clippings from re- 
cent department store advertise- 
ments contain one or two good 
points in this connection, The ad- 
vertisement reads in part: 


Going picnicking? Call for plates 
and napkins. They’re yours with our 
compliments. 

Have you tried paw-paw? It’s the 
new fountain drink. Came about this 
way. Joe Jefferson said paw-paw (a 
Florida tree truit) made his old 
stomach new. Indians knew the value 
of pdw-paw. It was made into medi- 
cine. Now, in new form, just to 
enjoy. It’s a_ cooling drink with no 
after effect. Too much ice *water will 
injure, but scientific iced drinks seem 
really helpful. 

Free to-day and to-morrow, 

Gleason’s grape juice—no 
Also free. 

An important element for the 
advertising manager in large cities 
to take into consideration is the 
stranger, the visitor, the floating, 
transient, sight-seeing element 
which makes up at all times a 
considerable part of a large city’s 
population, but which during the 
summer becomes really of a size 
to be reckoned with. Statistics 
have it that to New York, for 
instance, there come each year 
something like 150,000,000 visit- 
ors. While no other American 
city can make such a-showing so 
far as numbers alone are con- 
cerned, still every city has its at- 
tractions .and these attractions 
continually attract, so that there 
are always strangers and visitors 


alcohol. 





to interest. The following adver- 
tisement, published by a leading 
New York department store, will 
probably be found to contain 
many points of interest for most 
retail advertising men. The ad- 
vertisement referred to reads as 
follows: 

The large retail stores of this city 
are undoubtedly among the most inter- 
esting of the city’s sights. If you have 
time, by all means visit as many as you 
can, But if you have time to visit only 
one, this is the one, 

There is more to see here in a min- 
ute than the average store can show 
in a week. It is one of the world’s 
largest stores, and beyond any question 
the busiest and most interesting. It 
is the best-known store in America, 
and there isn’t a dull minute in its day 
or a dull spot in its 16 acres of floor 
space. 

Best of all is its “‘atmosphere.” It 
is a big, airy, comfortable store, with 
an indescribable “‘make- yourself- at- 
home” spirit about it which will im- 
press you as soon as you enter the 
door, It is a “popular” store in the 
very best and truest sense. 

If you would like to see how the 
busiest store of the busiest city in the 
world takes care of its customers and 
its people, come in and look around. 
No one will ask you to buy anything 
or even look as if you were expected 
to buy something. 

And there is plenty to look at, to 
admire, to instruct and to amuse you. 

It would be possible to con- 
tinue this review of interesting 
summer advertisements practically 
indefinitely. The writer has be- 
fore him scores of attractive, un- 
usual warm-weather  advertise- 
ments, all of which contain many 
points of possible helpfulness. It 
is believed, however, that what 
has already been outlined will 
form stimulus enough, if any 
stimulus be needed, to set the ad- 
vertising wheels of any tired, 
overheated brain in motion. One 
idea begets another—often many 
another! It is hoped that readers 
may have found in this article the 
idea they may have been looking 
for—the mental stimulus they may 
have needed—the fresh start by 
which they can get out of the old 
“bargain” and “clearance sale” 
retail advertising rut. 


ALPHONSUsS P. HAIRE, 





—> > 


ANYBODY can write an advertisement 
that will attract attention, but it takes 
brains to write one that will attract 
trade.—Silent Partner. 
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MR. DOUBLEDAY PLAYS 
GOLF TO SOME 
PURPOSE. 





For, the up-to-date business 
man, his office is a convenient 
place in which to receive his mail, 
issue orders to subordinates and 
keep an emergency umbrella, But 
when he wants to put through a 
really important deal, he seeks the 
seclusion of the golf links or the 
dining-room of a quiet club or 
hotel. 

F. = Doubleday, of Double- 
day, Page & Co,, is somewhat of 
a golfer. A while ago he spent 
three weeks on a famous southern 
links. When he came away he had 
more to show for his outing than 
in any three weeks he had ever 
put in grinding over a desk, For 
Mr. Doubleday’s companion at 
golf happened to be John D. 
Rockefeller, and in the intervals 
between drives and _ putts, the 
Standard Oil magnate had given 
his promise to write his autobi- 
ography for the World's Work. 

Anyone who chances to know 
something of Mr. Rockefeller’s 
habits of mind will appreciate that 
this promise was not the easiest 
thing in the world to secure. 
Getting a signed article from a 
President of the United States or 
an Andrew Carnegie is child's 
play in comparison. Mr. Rocke- 
feller belongs to the old school of 
conservatives who have been edu- 
cated to believe that type and 
printers’ ink are machinations of 
the evil one. He created the 
great Standard Oil Company 
without the assistance of adver- 
tising, and it is only within a 
comparatively recent ‘period that 
even that Napoleon of advertising 
agents, Major McKinney, of N. 
W. Ayer & Son, was able to make 
the people down at 26 Broadway 
see a great light. Publicity has 
been forced upon Mr. Rockefeller, 
never courted ‘by him, It is doubt- 
less true that if he had been less 
averse to publicity, there would 
have been fewer unpleasantnesses 
in his later life. 

Mr, Rockefeller’s autobiography 
starts in the October number of 
the World’s Work, It amounts 


to a vote of confidence on Mr. 
Rockefeller’s part in Mr. Double- 
day and his magazine. What the 
advertising world is just now in- 
terested in is in seeing how the 
publishers are going to make the 
big feature count as a circulation 
builder. Will there be triple and 
four column advertisements in the 
daily papers and color inserts in 
the monthlies and weeklies? Will 
the modest author of the auto- 
biography consent to modern 
methods of exploitation? Will 
Mr. Doubleday be able to get full 
value out of the situation without 
having that vote of confidence re- 
scinded ? 

The initial announcement of the 
autobiography in the World's 
Work itself will occupy a bare 
quarter of a page, crowded in 
among other editorials. If such 
shrinking methods are to prevail, 
one of the finest opportunities 
that any magazine ever had to 
advertise itself will be lost. Per- 
haps Mr, Rockefeller will him- 
self appreciate the situation, and 
dignified, carefully edited adver- 
tisements will appear in the press 
of the country, which will give 
the great financier the audience 
he deserves, and incidentally make 
the World’s Work a factor 
among magazines such as_ ten 
years of the hardest effort would 
not otherwise accomplish. 

Time was when the advertiser 
concerned himself little with the 
character of the reading matter 
in the mediums he used. Circula- 
tion alone was his shibboleth. 
Nowadays he knows a publication 
by the kind of reading matter it 
prints. The fake farm paper and 
the genuine farm paper are sharp- 
ly differentiated by the articles 
they publish. The intelligence 
and buying capacity of maga- 
zine’s constituency can be pretty 
closely gauged by studying its 
pages. Moreover, a magazine's 
plans for the future deeply inter- 
est the advertiser. Whether it is 
going to gain or lose circulation 


depends largely upon editorial 
enterprise. Just at present the 
World’s Work has no more 


potent argument to present to ad- 
vertisers than the fact that it will 
print John D, Rockefeller’s remin- 
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iscences, extending over several 
months. 

Everyone recalls how the Civil 
War articles boomed the Century, 
and what Thomas W. Lawson 
did for Everybody's, It is not 
enough that a magazine should be 
simply “good.” The market is 
glutted with “good” magazines, 
The question of the hour is what 
extraordinary features are under 
way. 

These are matters with which 
advertisers are compelled to con- 
cern themselves, because these are 
the matters which interest the 
public who can make and un- 
make circulations.. as ak 

—_—+or————"—— 
“CONCESSIONS” FROM A 
GENEROUS CONCEDER. 


It appears that the Cunard 
Steamship Company are going to 
issue a handsome book in which 
advertisers will be permitted to 
take space, if they can convince 
the publishers that they are 
proper persons to appear in such an 
important work. The books will 
be distributed among patrons of 
the Cunard Line, and _ several 
thousand copies, it is learned, will 
also go to banks. So beautifully 
will the book be gotten up that 
bank depositors will naturally 
consult it every time they call to 
transact their banking business. 
Even a very obtuse person will be 
able to see what a valuable me- 
dium such a book will be, and 
what a boon it will be for an ad- 
vertiser to be admitted to its 
pages. 

The able advertising solicitor 
for the Cunard book was recently 
informed, by a business concern, 
that its appropriation for adver- 


tising was wholly confined to 
newspapers. This conversation 
followed: 


The Solicitor: “I suppose you 
know that it is conceded that 
only twenty-five per cent of 
newspaper readers ever read a 
newspaper advertisement.” 

The Advertising Manager: 
“Who concedes it?” 

The’ Solicitor: “The great 
authorities on advertising. I have 
been in the advertising business 
many years myself.” 


The Advertising Manager: “I 
am glad to learn it,—in fact I 
find I learn something new every 
day of my life. Now if I can 
have my advertisement in the 
New York Sunday American read 
by only twenty-five per cent of its 
readers that means that only 
200,000 people will read it, 
doesn’t it ?” 

The Solicitor: “Yes, but——” 

The Advertising Manager: “If 
only twenty-five per cent of that 
twenty-five per cent were to call 
as a result of reading my adver- 
tisement, that means we would 
would have 50,000 callers, And 
if twenty-five per cent of that 
twenty-five per cent of that 
twenty-five per cent were to buy 
one dollar’s worth of merchandise 
and were to keep it up for a year, 
that means-we would sell four 
million dollars’ worth of goods, 
doesn’t it?” 

But the solicitor had fled to 
commune further with the great 
authorities on advertising. 

—_— +o 


A BIT OF PROPHECY—UTTERED 
IN MAY. 


If this were a_ political journal, or 
this were a political article, I would 
mention my impressions about the 
Presidential campaign we are about en. 
tering upon. I went to Washington 
rather opposed to the idea of another 
term for Roosevelt; I came away con- 
vinced that any other candidate is im- 
possible. When the Roosevelt  senti- 
ment becomes focussed it will burn up 
all other Republican aspirations, and 
will sweep him into a position where 
he will continue his policies for four 
years more, with a majority that will 
shame all previous records. This is 
only my prediction. It will be here, 
printed in ineffaceable letters, after 
the election next November.—George 
French, in Protitable Advertising, 

a 


EDGAR ALLAN POE AND AD. 
VERTISING. 


In a little-known story, written by 
Edgar Allan Poe, called “The Angel 
or the Odd—An _ Extravaganza,” he 
speaks of getting up early in the 
morning, and adds, “I took myself to 
a stray newspaper in despair. Hav- 
ing carefully perused the columns of 
‘Houses to Let,’ and the column of 
‘Dogs Lost’ and then .the two columns 
of ‘Wives and Apprentices Run-away,’ 
I attacked with great resolution the 
reading matter.” 

This is quite interesting, because it 
shows that Poe, fond as he was of 
literature, read (for he wrote what I 
quote in 1844—64 years ago) the ad- 
vertisements then in vogue, before he 
read the news, or the poems and 
stories, 
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A Roll of Honor 


No amount of money can buy a place in this liet for a paper not having the 


requisite qualification. 


Advertisements under this 


Li 8 who, accord- 





ing to the 197 


t from 
issue of Rowell’ 8 ‘American 3 Newspaper Dereeters, have submitted for 





that edition of tne Directory a d 


auly signed and datea, 


also from publishers wno for some reason failed to obtain @ figure rating in the 197 


as described above, 





Directory, but have since supplied a il 


ch. 
covering a period of tweive months prior to the date of makin the statemeng, such state- 
ment being availabie for use in the 193 issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (> ). 


8 who beli 





These are generally regarded the 
to know what he pays his hard cash for. 


that an advertiser has a right 


The full meaning of the Star Guarantee is set forth in Rowell’s American 


Newspaper Directory in the catalogue description of each 





it. No publisher who has any doubt that the absolute accuracy of hia circulation 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Birmingham r, dy. Average for 1907, 
21,861. Best aise medium in Alabama. 


Gadsden, Evening g Journal, dy. Arerage 1907, 
2,468; January, 1908, 2,555, April, 2,726. 


Montgomery. Journal, ¢ dy. Aver. ane * uadag 
0 


The afternoon home newspaper of its 
ARIZONA. 
Phoenix. Republican. Daily aver. 1907. 6,519. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 
ARKANSAS. 


Fort Smith, Times. Dai/y average 1907, 4,188, 
Largest circulation in city of 35,000, 

Little Rock. Arkansas Gazette. morning. 
1907 av. 18,427, Sun. 16,492. The State paper. 


CAETAORINEA. 

Oakland, lidati 
Enquirer and ena, yey May, 
1908, 49, iasgens circulation in 
Oakland’ guarant 


Sacramento, Union, daily. The quality me- 
dium of ipterior California. 


COLORADO. 





mver, Post, has a paid cir. greeter than that | 2 


De 
of an. two other any, news) us pub. in Den- 
ver ~ Col, Cir. is 53.923 Sun., 82,788. 


Ee The absolute pein of the latest 
circulation rating accorded 
the Denver Post is guaran- 


teed by the publishers of}. 


Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 

the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


rt, Evening Post. Sworn datty, year 
1907, mriesis Sworn fathrsin. Xe March, 12,49: 


rt, Morning Telegram. dail 

A o tor yo 1908, sworn 254. 

You can cover ridgeport b an 

Telegram only. Kate. i}<c. per line, flat. 

Meriden. Journal, evening. Actual average 
for 1906, 7,589. Average for 1907, 2,2 

Meriden. Meveteg ng Record and Republican. 
Daily average /: pe ili 769, 

New Haven, Eveni ter, cy. Annuc! 

sworn aver, for 1907, 15% 3 Sunday, 12,104, 


New Haven, Leader. 1907, 8,727. Pas ev’ 
Republican paper. J. McKinney, Sp. A MA 


New Haven, Palladium, dy. Aver. <a poh 
1907, 9,570,” . 


New Haven, Union. se e 1907, 16,548. 
E Katz, Special Agent, N. - as 


New London, Day, ev’g. Pa 1906, 6,104; 
average for 1907, 6,547; March, 1908, 6,708. 


Norwalk, Eveniny Hour. April circulation 
exceeds 8,500. Sworn statement turnished. 


Waterbu Revublican. Av. 1907, 6,888 
morn.; 4,400'S Sunday. Feb., 08, Sun., 5,922. 
DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1907, 85,486 oo.. 

FLORIDA 


Jacksonville, Metropolis.dy. Average 1907, 
10,880. E. Katz, Special Special Agent, New York. 


Jacksonville, Times-Union, morning. Aver 
age January, February, March, 1908, 1 ,619. 





fon Tribune, morning. Average 1907 
12,51 P Largest circulation in Florida. ® : 


GEORGIA. 


re Journal. i i“. 1907, 81,144, Sun- 
emi-weekly 68,275. The Jour- 
nal covers Dixie like tne =" 


IDAHO. 
Boise, Evening Capital News, d’y. Aver. 7907, 
5,868; Actual circulation, Dec. 1907, 6,079. 


ILLINOIS 
Pew wi Daily Beacon. Daily average for 
906, 6,454; 1907, 6,770; 4 m 4 months, 1908, 7,089, 


ye ere m, News. Guararteed | arger circu- 
lation than all other papers published in the twin 
cities (Champaign and Urbana) combined. 


Chicago, The American Journal of Clinical 
Medicine, mo. ($2.00), the open aoor to the Ameri- 
can Doctor, and through him to the Arerican 
Public. Av. circul’n for past 3 years, 87,794. 

Chicago, Breeder’s Gazette. weekly. $2. Aver. 
circulation for year 1906, Tos 000. For ad 
ended Dec. 25 1907, 74,%755. 4 mos. 08, 74,8: 

Chicago, Commercial Telegraphers’ peoanll 
monthly. <Actuul average for 1907, 15,000. 

Py Dental Review, beng a 

Sor 196, 4,001 for 1907, 4,01 
Chieugo, Journal Amer. Med. Ass’n. ee 
Av, for '07, 52,217; Jan., Feb., Mar.,’08, 53,08) 





Chi National Harness Review, monthly. 
5,000 coples cach issue of 1907. 
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Chicago, Record-Heraid. Average 1907, dail 
151,564; Sunday 216,464. It is not dispute 
that The Chicago Record-Herald has the largest 
net_ paid circulation of any two-cent newspaper 
in the world, morning or evening. 

Bs The absolute correctness of the latest 
circulation rating accorded 
the Record-Herald is guaran. 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who -will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (OO). 

Galesburg, Republican-Register. even’g. Car- 
ries most advertising. Circulation, May, 6,174, 

Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 

Peoria, Evening Star. Circulation for 1907, 


21,659. 
INDIANA. 

Evaneville, Courier. Sworn daily circula- 
tion. -average for 1907, 17,018. Average for 
1908 (four months), 17,672. Circulation guar- 
anteed to be largest in Evansville. Smith & 
Bud, Representatives, N. Y., Chic. and St. L. 

Evanaville. Journal-News. Ar. for 1907, 18,- 
188. Sundays over 18,000. EZ. Katz. 8. A.,N... 

Lafayette, Courier and Call. 1907 av., 5,428, 
Only evenivg paper. Popular want ad medium. 

Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1907. 26,112. 

’ Princeton, Clarion-ews. daily and weekly. 
Daily average 1907, 1.577: weekly, 2,641, 

Richmond, The Evening Item. daily. Sworn 
average net pard cir. for 12 montis ending Dec. 
34, 1907, 5, . More rural route subscribers 
than any paper circulated in Wayne County. 
The Item goes into 80 per cent of the Rici.mond 
homes. No street sales, Uses no premiums. 

2” The absolute correctness or tnesacest 

circulation rating accorded 

the Richmond Item is guar- 

anteed by the publishers cf 

Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


South Rend. Tribune. Sworn arerage Apr. 
1908, 9,664, Absolutely bestin South Bend., 


‘IOWA 

Burlington, Hawk-Eye, daily. Aver. 1907, 
8,987. “All paid in advance.” 

Council Bluffs, Nonpareil. Average six 
months ending May 3/, 18, . Morning— 
kvening—Sunday. Only daily in city. Can’t be 
covered otherwise. 


Davenport, Times. Daily aver. May, 18,929. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 

Des Moines. Capital, daily, Lafayette Young, 
Publisher. Circulation for 1907, 41,582, Rate 
70 cepts per inch. flat. 1f you are after business 
in Iowa. the CAPITAL will get itfor you. First in 
everything. 

Dubuque, Times-Journal, morn. and_ even. 
Daily average, 1907, 11,849; Sunday, 18,555. 


KANSAS. 

Hutchineon. News. Daily 1906, 4.260; 7907, 

670. E. Katz, Special Agent. N. Y. 

Lawrence, World, daily. Actual average for 
1907, 4,217. 

Pittsburg, Headlight, dy.and wy. Average 
1907, daily 6,228; weekly 5,547. 

Wichita, Beacon. Only Kvening Daily. Act- 
uv ¥ average daily, 1907, 14,610. 


VA 
G ANT 
TEED 

















KENTUCKY. 


Lexington, Leader. Av. ’06, evg. 5,157. Sun. 
6,798; for ’07, eve'g, 5,890, Sy. 7,102. E.Katz. 


MAINE, 

Auguata. Comfort.mo. W. A. Gannett, pub. 
Actual average for 1907, 1,294,488. 

Augusta, Maine Farmer, w’kly. Aver. for 1907 
14,126. Kateslow;r ized farmers’ medi 

Bangor, Commercial. Average for 1907, daily 
10,018; weekly, 28,422, 

Phillips, Maine Woods and Woodsman.weekly, 
4, W. Brackett Co. Arerage for 197, 8,012, 

Portland. Evening Express, Arerage for 1907, 
daily 18,514. Sunday Telegram, 8,855. 

Waterville, Sentinel. 1907 average, 8,418 
daily. The tastest growing paper in Maine. 


MARYLAND. 
Baltimore, American. Daily average for 1907, 
75,652; Sun., 91,209, No return privilege. 

_ Baltimore, News. daily. Evening News Pub- 
lishing Company. Average 1907,%%,%48, For 
May, 1908, 98,192. 

The absolute correctness of the 
latest circulation rating accorded 
the News is guaranteed by the 
publishers of Rowell’s American 

vewspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (O©). Boston's 
tea tadle puper. Largest amount of week day adv. 


tote te ek & 


Boston, Globe. Average 1907, daily, 181,844; 
Sunday 808,808. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


KKK KKK 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000 copies m'thly, 


Boston, Post. Average 1907, 
daily 80; Sunday, 


2438,9 
226,768. Not over two morn- 
ing . pers in the country 











equal is circulation. In- 
cluding morning, evening and 
Sunday papers in comparison, 


not over six American news- 
ie ae he approach the circula- 
ion of the Daily and Sunday 


editions of The Boston Post. 
“Grow with us in 1908,” 


Boston, Traveler, daily. Circulation over 
85,000. Established 1825. The aggressive paper 
of Boston. John H. Fahey, editor and publisher. 

Fall River, Evening News, The Home Paper, 
Actual daily average 1907, 7,049, 

Gloucester, Times. 1/907 average, 7,804, 
Read by 95 per cent of Cape Ann readers. 

Lynn, Evening Item. Daily sworn av. year 
1906, 15,06: 1907, average, 16,522. The 
Lynn family paper. Circulation unapproachea 
in quantity or quality by any Lynn paper. 

Salem, Evening News. Actual daily average 
Sor 1907, 18,261. 


Worcester, Gazette, eve. Av. 1907, 14,682 dy. 
Largest eve. cire’n. Worcester’s *‘Home” paper 

Worcester. L’Opinion Publique, daily (© ©). 
Patd average Sor 1907. 4,586. ° 

Worcester, Telegram. morning. 26,827 in 
1907, Largest in State outside Boston. 
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MICHIGAN. 
ity, Times, evening Average for 
1907, Ber os 1,054 copies, daily, guaranteed. 4 


Jackson Patriot, Average May, ’08, daily 
8,499, Sunday 9,802, Greatest net circulation, 


Saginaw, Courier-Herald. daily. only _—— 
paper; aver. for 1907,14,%749. Exam. by A. A. A. 


Saginaw, Fvening News. caus. Average for 
1907, CO. D St: May, 1908, 19,15: 


MINNESOTA. 


Duluth, Evening Herald. Daily average 1907, 
28,098. Largest by thousands. 


qT hea. Farmers’ Tnbune. twice-a-week. 
J. Murphy, pub. Aver. Sor 1907, 82,074. 


Minneapolis. Farm Stock, and Home, semi- 
Monthly. Actual a ie 1905. S7%,187%3 aver- 
age for 1906, 100.2 or 1907, 108. 588. 
Th 





e absolute accuracy of Farm 
Stocic yo 8 circulation rating 
is yuaranteed by the 
Ne Dt 
practically conjine to the farmers 
of Minnesota, the Dakotas, Western 
Wisconsin and Northern Iowa, Use 
it to reach section must projitably. 


Minneapolis, Journal, Daily, 
and Sunday (‘©@©). In 1907 aver- 
age daily circulation, ie 
Evening only. In 1907 av. Sun- 
day cir., 72,578. Daily aver- 
age circulation for May, 1908, 
evening only, 75,808, Average 
singe ore iation Sor May, 1908, 

1,7 746. Ti ‘he absolute accuracy 
bi the Jour pd circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
uaranteed to go into more 


omes than any 3 poper in its field 
and to reach the great army of 
purchasers _throughout the 
heer ‘thwest. The Journal Pe 


results. 

CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Jor the year ending Decembe;, 
1907, was 76,608. The daily 

be aul Nawae Tribune average per issue for 

paper Diree- the year ending Decenber, 1907, 

tory. was 101,165. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Surnblad, pu. 1907, 54,262, 





&t. Paul, Pioneer Press Net average circula- 
tion sor 1907—Daily 85,716. Sunday 

The absolute accuracy of the 

Pioneer Press circulation stat-- 

A mente is Cty th an by the ‘ae~ 

1) can Newspa irect nety 

G AN ® of the he mouey due fi Sor sub 

TEED beriptions is collected, showing 

subscribers take the pa 
because they want it. All matters 
pertaining to circulation are open to investi- 
gation. 


MISSOURI. 
Joplin, Globe, daily Average 1907, 17,080. 
E. Katz, Special Agent, N. Y. 


Joseph, News-Press. Circulation, 1907, 
st rt Smith & Budd, Eastern Reps. 


St. Louisa. National Druggist, mo. Henry R. 
Strong, Editor and Publisher. Aver. for 1907, 
10,570 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and teeck Grower, 
mo. actual average for 1907, 104,66 


NEBRASKA. 
L eas oin. Deutsch-Amerikan yg weekly. 
45 for year ending Oct. 30, 190 
mend Freie Presse. Hada isda year 
ending Sept.25, 1907, 142,98 








’ 





NEW HAMPSHIRE. 


Nashua. Teleemane. The only daily in city. 
Average for 1907, 4,271, 


NEW JERSEY 
Asbury Park, Press. 1907, 5,076. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual ieee Sor 
year ending December 3/, 1907, 9,00 


Elizabeth, Journal. Av. 71905. fate 1906, 
7,847; 1907, 8,811; Jan., 08, 9,479, 


Jersey City. Evening Journal. Arerage for 
1907, 24,880. Last three months 1907. 25,928, 


Newark. Eve. News. Net dy. ar. for 1906 
68, 022 copies; Jor 1907, 67,1955 Jan, ‘69,829. 


Trenton, Evening Times. Ar. 1906, 18.287; 
aver, 1907, 20,270; last \4 yr. ’07, aver. 20,409, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1907,16,895. t's the leading pauper. 


Brooklyn, N. V. Printers’ Ink sa: 
THE StaXDARD UNION now has t ;. 
largest circulation in Brooklyn. Daily 
average for year 1907, 52,69 

Brooklyn, Weekly Record, paeonny 2 cents. 
Aver. for year 1907,6,112. A want ad medium. 

Buffalo, Courier. morn, Av./907, Sunday .91- 
447; daily, 51,604; Enquirer, even.. 84,570, 

Kuffale. Evening News. Daily arerave 1905, 
94.690; for 1906, 94,7433 1907, 94,848, 


Mount Vernon, Argus. evening. Actual - tte 
average for year ending Ma; May 31, 1908, 4,426. 


Newburgh, Daily | Daily News, evening. Av- 
erage circulation first quarter 1908, 
oer. Circulates throughout Huason 

Valley. Examined mined and certified by A.A.A. 


New ‘York ¢ City. 


New York, Army and Navy Journal. Est. 1863. 
Weekly average, 4 mos. to April 25, ’08, 10,185. 


Automobile. weekly. Average for year endin 
Dec. 17, 17, 095. mire . 


Baker's Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1907, 5,784. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in the United States, 
Circulation for 4907 y 64,416; 50c. per agate line. 


Clipper, weekly (Theatrical). Frank oe 
Pub. Co,, Ltd. Aver. for 1907, 26.641(© 
El Comercio, mo. Spanish ex 5 . J. 4, Shepherd 
Ciark Co. Average for 1907, 8, orn. 
Music Trade Review, music trade ik art week- 
ly. Average for 1907, 4,709. 
The People’s Home goureal. 564,416 mo. 


Good beat tong 458,666 monthly, average cir- 
— pone ‘or 1907—all to paid-in-advance my 4 


M. Lupton, pub., Inc. uriges 
Moore, West.Kep’s.. 1438 Marquette Bdg. Cc ay 
The Tea and Coffee Trade Journal. Average 
circulation for year ending June, 1908, 9,818; 
June, 1908, issue, 10,500. 


The World. Actual aver. for 1907, Morn.. ean 
442, Evening. 405,172. Sunday, 488,885. 

Poughkeepsie, Star, evening. Duily average 
for 198, 829%; for March, 1908, — 

Schenectady. Gazette, azette, daily. A. a § 
Actual average for ’06, 15,809; for ule 118 


Syracuse. Evening iteraia. daily. Herald Co. 
pub. Arer, 197, daily 85,509, Sunday 41,180, 





Troy, Record. Average circulation 
1907, 20,168. Unly paper in city which 
has permitted A. A. A. examination, and 
made public the — 


Utiea. National Fiectrical Contractor, mo. 
Average for 1907, 2,542. 

Utiea. Press. daily. Owo A. Meyer, pabishes. 
Average for 7 year enaing Dec. 81, 1907, 14,88 








20 PRINTERS’ INK. 


OHIO. 


Akron, Times, dai! Actual average for 
year 1906, 8,972; 1907, 07, BOI. 


Ashtabula, Amerikan Sanomat. 
Actuai averaye Jor 1907. 11,1 
Cleveland, Piain Dealer. Est. 1841. Act. daily 


Sas fone average 1/907, 74,911; Sunday 
878; May, 08, 77,885 daily; Sun., 86,44 


Bargem Journal. 1902, actual average, 


Finnish. 


21,2 


Springfield, Farm and Fireside. over Ke een- 
tur) seauing Nat. agricult’! paper. °07, 447,845. 


Youngatown. Vindicator. D'y. av. 07. 14,7683 
Sy. 10,017; LaCoste & Muxwzell, N.Y. & Chicage. 


OKLAHOMA. 


Muskogee. Times-Democrat. Average 1906, 5,- 
514; for 1907, 6,659. E. Katz, Ayt., N.Y. 


Oklahoma City, Tne Oklahoman. 7/907 aver. 
20,152; May, 08, 26,214, E.Katz, Agent, N.Y 


OREGON. 


Portiand, Journal, bas larger circula- 
tion in Porti¢nd and iv Oregon than any 
other daily paper. Portland Journal, 
diily auemnge 1907, 28,805; for May, 
198, . Vreeland- Benjamin, kep- 

resentataves, x an and Chicago. 


Portland, The Oregonian (O60). 
For over fifty years has been the 
at newspaper of the Pacific 
Northwest—more circulation. 
more foreign, more local and 
more classified advertising than 
any other Oregon newspaper. 
Ma y ne. Se average 
84,287; Sunday average 48,55. 


PENNSYLVANIA. 


Chester. Times. ev’g d’y. Average 1907.7.640, 
N. Y. office, 220 B’way. KR Northrup, Mgr. 


Erte, Times, daily. Aver. for 1907, 18,511; 
May, 1908, 18,898. E. Katz, Sp. Ag., N. Y. 





raph Swornav. Apr. 1908 


Harrisburg, Te! 
cir. in H’b’g or no pay. 


66 in 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET AVERAGE FOR MAY 


246,909 


COPIES A DAY. 
WiLuiaM L. MCLEAN. 








Philadelphia. Contectioners’ Journal, mo. 
Av. 1906, &.51-4 197, 5,614 (OO). 








Farm JouRNAL is the on] i 
the United States whi yoy “ 
awarded all four of the distinguishing 
esse by Printers’ Ink. It is 


3 as the Gua 
antee ~— and included in the “Roll 
of Honor. 





Philadeiphia. The Press is 
Philadelphia’s Great Home News- 
aper. esides the Guarantee 
tar,it has the Gold Marks and is 
cu the Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 
1907, 102,993; the Sunday !’ress, 124,006. 


Wee, Chester. Local News, 
daily. W. ee. Average for 
1907, 15.687 n its 35th year. 
Indepen ndent, Has Chester County 
and vicinity for its field. Devoted 
to home news, hence is a home 
pe per. Chester County is second in 
he State in agricultural wealth. 


York, Dispatch and Daily. Average for 1907, 
18,124. 


RHODE ISLAND. 


Pawtucket. Evening Times. Aver, circulation 
for 1907,1%,908 (sworn). 


Providence. Daily pa. 17,712 

20). sunday. 24,178 «@@). Lrening 
Bu letin 87,061 anerae = Bulletin 
circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 


Charleston. Evening Post. Acfu:i dy. aver- 
age for 107,4,251, May, 1908, 4,888. 


Columbia, State. Actual aver- 


age for 190? same 3 2 18,052, 
a ‘< 8,8 Semi- 
week $07. yee average 


Sor ay Sour months of 1908, 
1S (® @) 18,808; Sunday (@@) 


Spartanburg. Herald. Actual daily average 
ctreulation for firet four months of 1908, 8,872. 


TENNESSEE. 


Chattanooga, News. Average 
i 1907, 14.4 Only Chatta- 
per ong § exami- 

nates circulation by A. A. 
Carries more advg. 2 6 aays 
than morning paper 7 days. Great- 
est Want Ad medium. Guaran- 
tees largest circulation or no pay. 


Knoxville, Journal and Tribune. 
ty Wei Yh wer ending Dec. 31, 1907, 





14,694. Week-day av. Jan. and Feb- 
ruary, 1908, in excess of 15,000. 


Memphis, Commere! ial Ore ee daily. Sunday, 
weekly, 1907 av. Duis 6; Sunday, 
61,7783 weekly, 80 0 &. Smith & Thompson, 

epresentatives, N.Y. and Chicago. 

Nashville, Banner. daily. Aver. for year 4906, 
$1,455; Sor 197. 86,206. 


TEXAS, 


El! Paso, Herald. Jan.. av., 9,008. More than 
voth other El Paso dailies. Verified by A. A. A. 


VERMONT. 


arre, Times. daily. F_E. Langley. Aver. 1905, 
seer, 1906, 4,118; 1907, 4,585, Exam. by A.A.A. 


Beonington. Banner. daily, F. FE. Howe, 
Actual averuge for 1906, 1,980; 1907, 2,019. 
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&t. Alba Memonger, Average for 1907, 
8,882, examined bv A » a 


VIRGINIA. 
Danville, The Bee. Av. 1907,2,711. April, 
1908, 3,285. Larges: cire’n. Only evening paper. 


WASHINGTON. 
Bonttle, Post anvelligancer. (OO). 

o MM, r Feb. 1908, net Sunday 
89,6 6; Daily, 82,058; week day 
80,874. Only sworn circulatior. 
in Seattie. Largest genuine and 
cash paid circulation in Washing- 
ton; hignest pac “ae best service, 
Greatest neous ts ulways. 


Tacoma, Ledger. “Average 1907, daily, 17,482; 
Sunday, 25,002, 


Tncoma. News. Average 1907,16,525; Sat- 
urday, 17.630, 


WEST VIRGINIA. 


Piedmont, Business Farmer, monthly, Lar- 
gest farm paper circulation in West Virginia. 


Ronceverte. V. Va, News. wy. Wm. B. Blake 
& Son, pubs, aver. 1907, 2,524, 


WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,671; semi-weekly. 2,416; May,’08, dy., 4,546, 


Madixen. StateJournai.dy. Actual average 
Sor 1907, 5,086. 


Milwaukee, had Journal, eve., 

ind daily. Daily average for 1907, 

51,922; for “April, 1908, 2,217; 

daily gain over Apr., 1907, 4,877. 

The d circulation ot the 

Milwankee Journal! is larger than 

ont of any two ctner papers in 

waukee, and the city circula- 

tion of The Milwaukee Journal is enee than is: 

the ity ¢ any three 

other Milwaukee dailies, The Jourval leads all 

Milwaukee papers in classified and volume of 
advertising carried, 


Milwaukee, Evening Wisconsin,d’y. Av. 1907, 
28,082 (©©). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 








Oshkosh a. dail, Average for 
1907, 8,680. 0. Examined by A. A Phi wiih 


Pa wn 4bt8. getly. Average for the last 


six months 1907, 






Racine, Wis.. Estab. 1877. 
Actual beg ™ average for year 
ended Dec. 1907, &6,817. 

Larger eatahabins m ‘Wisco - 
sin than any aa a . dAdr, 

$3.50 an oo Mice. Tem- 
ple Ct. W.C. Richurason, Mgr. 


WYOMING. 


Cheyenne, Tribune. Actual daily gueswer net 
for 1907, &, 024: semi-weekly, 07, 4,810 


BRITISH COLUMBIA. 
Vancouver, Province. daily, Av. for 1907, 
18,846; May, 1907, 18,221; May, 1908, 15 891. 
H. LeClerque, U.S, Kepr., Chicagoand New York. 


MANITOBA, CAN. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man bewsp’r, Av. /97.16,546, Rates déc. inch. 


Winnipeg, Free Press, daily and weekl+. Ar- 
o2% Sor 1907, daily, 86,852; daily May, 1908, 
55; weekly av. for mo. of May, 27,812. 


Telegram. Average daily, Mar. 
08, Maer a Weekly av. 27,000. 000. Fiat rate. 


Coes, CAN. 


Montreal, La ctual average, 907, 
daily 108,828, wane’ SoAer. 


tcmemtatehant, 
Montreunl, The Daily Star and 

The Family Heraid = Weekly 

Star have nearly 200.000 subscrib- 

aw ers, re nting 1.000,000 readers 
A —one-fiftn Canada’s as 
TEEO Ar. cir, of the Daily Star for 1907 
62,887 copies daiin; the Weekly 

Star, 129,885 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 


MHE DENVER Post prints more paid ‘‘ Want” 
advertisements than all the other news- 
papers in Colorade combined. 


DISTRICT OF COLUMBIA. 
he evens and SUNDAY STAR. Washington, 
©). carries DOUBLE the number of 
Want Abe of any other intl Rate lc. a word, 





ILLINOIS. | 


f{.HE AURORA BEACON publishes more “Want 
Ads” than any other Northern Illinois news- 
paper outside of Chicago. One centa word 


ss DAILY NEWS is Chicago’s “Want ad” 





D.ractory. 
“as TRIBUNE publi lassified ad- 
vertising than any other Gnicavo newspaper. 


ALESBURG REPUBLICAN-REGISTER leads all 
Lilinois inland dailies in paid Want ads. 





INDIANA. 


HE INDIANAPOLIS NEWS, the best medium 
in the eo West for mail-order classified 
——- carries more of it than ail the other 
Indian is papers combined, its total in 1907 
being 289,807 ads (an average of 919 a day)—23.331 
more —_ all the =e. local papers had. The 
EWs’ fled rate is one cane a word, and its 
daily paid siveubeaion over 75.000. 








The INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper in Indiana. 
During May, 1908, The Star carried 
60.25 columns more paid ‘‘ Want’’ 
advertising than its nearest competi- 
tor. 
Rate, Six Cents Per Line. 
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MAINE. 
PSHE Evewine Express carries more Want ads 
than all other Portiand dailies combined. 





MARYLAND. 
te Baltimore News carries more want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 


MASRACHUBET TS. 


Hr WK He We We 


be BUSTON GLOBE. daily and Sunday, for 

he year 1907, printed « total of 446.736 paid 
“want” ads. There was a gain of 1,979 over the 
year 1906, and was 230,163 more —_ ead other 
Boston paper carried for the year 1907 


2.0.8 0.8.1 


1 HK Boston KVENING TRA TRANSCRIPT is the great 

resort guide for New Knglanders. ‘hey 
expect to find all goou places listed in its adver- 
tising columns, 





MINNESUTA, 


The Minneapolis JOURNAL, aily 
and Sundays, cerrres more clas oo 
sited advertising than any other 
Minneapolis newspaper. From 
Jan, 1 tu May 1 tue average num- 
ber of columns each week was 135, 

No free Wants and no Clairvoy- 
ant nor objectionable medical 
advertisements printed. Ciussi- 
fied Wants printed in May, 200,298 
lines. Individual advertirements, 

28,541. Eight cents per agate line 
per insertion, if charged. No ad 
taken for less than 24 cents. If 
cash accompanies order the rate 

is 1 cent a word. No ad taken 
jess than 20 cents. 


Ts MINNEAPOLIS TRIBUN« is the recognized 
Want ad medium of Minneapolis, 


CIRO’LAT’N ‘ie MINNEAPOLIS TRIBUNK is 
the oldest Minneapolis daily 
and has over 100.000 subscribers. 
It publishes over 80 columne of 
Want advertisementsevery week 
at fuli price (average of two 
pages a day); no free ads, price 
— both eee | and even- 
ng issues. ate. 10 cents per 
by Am. News: | line, Vaily or Sunday. 
puper Di'tory 


T. PAU! DISPATCH, St. Paul, Minn., covers 
its field. Average for 1907, 68,671. 





MISSOUKI, 
HE Joplin GLoBe cxrries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
eord. Minimum, lic. 


MONTANA, 
! \HE Anaconda STANDARD is Montana’s great 
“Want-Ad” medium; ic. a word. Average 
circulation daily for 1907, 11,084; Sunday, 15,090. 


NEW JERSEY. 
ERSEY CITY EveninG JOURNAL leads allother 
Hudson County newspapers in the number 
of classified ad« carried. It exceeds because ad 
vertisers get prompt results. 
JEWARK, N. J. FREIE ZEITONG (Laily und 
= Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word : 8 cents per month. 


NEW York. 


Pee EVENING JOURNAL, Mastern N, Y.’s 
best paper for Wants ana classified ads. 
UFFALO EVENING NEWS with over 95,000 cir- 
cutation, is the only Want Medium in Butfalo 
and the strongest Want Medium in the State 
outside of New York City. 
a F 


RGUS, Mount Vernon’s only daily. Greatest 
A Want Ad medi in W hester County. 








PRINTERS INK, publishea weekly. The rec- 
- ognized and leaaing \\antad medium for 
want ad meviums. mail order aracles, advertis- 
ing novelties, printing. typewritten ci:culare, 
rubber stamps, office devices. adwriting, bulf- 
tone making, and practivaliy anything whicn 
Interests and appeais to advertisers and ousi- 
oras men, Classified aavertisements, 20 Conts 
a line per issue flat, six words Co a line, 


oOniea. 
[* a list of 100 recognized classified ‘advertising 
mediums. only two produced results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. You want results, 


7 OUNGSTOWN VinpicaToR—Leading “ Want’ 
medium, lec. per wora. Largest circulation 


OKLAHOMA, 


é OKLAHOMAN Ol:la. City, 26.214 Publishes 
more Wants than avy 7 Ukia. ccmpetitors, 


PENNSYLVANIA. 
i heges Chester, Pa.. JIMES carries from two to 
tive times more ciassifiea ads than any 


other paper. Greatest circulation. 


UTAH, 


~ ALT LAKE TRIBUNE—Get results—Want-Ad 
medium tor Utah, idaho and Nevada. 
CANADA, 
‘N\HE DatLy TELMGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastein Canada, Want ads ove cent a word. 
Minnoum charge 25 cents. 


A PRESSE. Montreal. Largest daily circula- 


tion in Canada witnout exception. (Daily 
103,828—swornto.) Carries more want ads than 
avy newspaper in Montreal. 


;= Montreel DAILy STAR carries more Want 

advertisements than aj} otber Montreal 
dailies combined. The FAMILY HékaLD AND 
WERKLYSTARCarrie more Want advertisements 
than apy other weekly paper ip Canada 


>: 


HAS A VARIETY OF ACCOUNTS. 
New York, June, 13, 1908. 
Editor of Printers’ INK: 

We note appreciatively the entirely 
unsolicited reference to our work in 
your article “‘A Brooklyn Potato Patch 
and What Came of It,” in this week’s 
issue of PRINTERS’ INK. 

We find that you misunderstood Mr. 
Hannah, however, when you quote him 
as saying that this agency has ‘“‘con- 
fined its work solely to realty and 
financial advertising,’”” as while we spe- 
cialize in these fields, we have also 
automobile, fire insurance, life insur- 
ance, general accident insurance, sta- 
tionery, and other general accounts, 
each of which receives the same care- 
ful study which we aim to give all 
advertising going out from this office. 

Yours very truly, 
SIEGFRIED ADVERTISING AGENCY, 
Frederick H. Siegfried. 
So ed 
MUST LABEL POLITICAL PUFFS. 

The Oklahoma House and Senate 
passed a bill providing for primary 
elections of all candidates. A feature 
of the measure is a requirement that 
all favorable matter printed in a news- 
paper about a candidate during either 
primary or campaign for election must 
be labeled, in at least ten point 
type, ‘Political Advertising.”—News- 
paper Union, 
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(©O)GOLDMARK PAPERS@@) 





Out of a grand total of 22,898 publications listed in the 1907 issue of Roweil’s Amer:can Newspa- 
per Directory, one hundred and twenty are distinguished from all the others by the so-calied gold 


marks (© ©). 





ALABAMA. 
THE MOBILE REGISTER (@©). Established 
1821. Richest section in the prosperous South. 
WASHINGTON, Db. Cc, 


Everybody in Washington SUBSCRIBES to 
THE EVENING AND SUNDAY STAK. oan 
1907, 35,486 (@@). 


GEORGIA, 


ATLANTA CONSTITUTION (@@). Now, as 
always, the Quality Medium of Georgia, 


ILLINOIS. 
BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for baxers, Oldest, best known. 


THE INLAND PRINTER. ( c ihicago, <e ©). Act- 
ual average circulation for 1908, 1 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNK ad brings 
satisfactory results. 





KENTUCKY. 
LOUISVILLE, COURLERJOURNAL (@©). 
Best paper in city; read by best people. 


MAINE. 
LEWISTON i: VENING JOURNAL, daily, .aver- 
age for 1907, 7,784; weekly, 17,545 (© ©); 7.44% 
increase daiiy over last year. 


MASSACHUSETTS. 

Beaton, Am. Wool and Cotton Reporter, lec- 
ognized organ of the cotton and woolen indus- 
tries of America (© ©). 

BOSTON COMMERCIAL BULLETIN (@60). 
Reaches buyers of machinery for wool and ea 
manufacturers. Est. 1859. Curtis Guild & Co., 


BOSTON EVENING TRANSCRIPT (@@). estab- 
lished 1830. The only gold mark dai.v im Boston. 


SPRINGFIELD (MASS.) REPUBLICAN (@©). 
Ranks with the country’s half dozen leaders. 


WORCESTER L’OPINLON PUBLIQUE {99), is 
the only gold mark French daily in the U. 8. 





MINNESOTA, 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified edvertising and more total 
advertising than any paper in the Northwest. 


NEW VOR. 

ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 

BROOKLYN EAGLE @O) is THE advertising 
medium of Brookly 

CENTURY MAGAZINE (© ©). There area few 
people m every community who know more 
than all the others. These people read the 
CENTURY MAGAZINK 


DRY GOODS ECONOMIST (©60), the recog- 


"nized authority of the Dry Goods and Depart- 


ment Store trade. 


ELECTRIC RAILWAY JOURNAL (@0). A 
consolidation of “Street Railway Journal” and 
“Electric Kailwa: ae. » Covers thoroughly 
the electric railw 4 Oy interests of the world. 
MoGRAW PUBLISHING COMPANY. 


ELECTRICAL WORLD (@@). Established 1874. 
The great international weekly. Cir. audited, 
verified and — by — Association of Amer- 
ican Advertisers, eekly cir, during 1907 
was 18,204. MouRAW i? UBLISHING COMPANY, 





ENGINEERING NEWS (©©). The leading 
engineering paper of the world; estaplished 1874. 
Kteaches the man who buys or has the authority 
tospecify. Over 16,000 weekly, 

THE ENGINEERING kicORD (© ©6). The 

most progressive civil bee eres! journal in 
the world, Circulation rer On r 14.000@er 
week. MOGRA\ PUBLISH] GS OUMPANY. 

PR a nigh: tK HERALD @ -) (@@). Whoever mer- 
ons America's leading new mentions 
the New York HERALD first. first. — 

NEW YORK TIMES © ©) To) ‘09 Actual sales over 
1,000,000 a week. Largest xest high-class circulation. 

NEW YORK TRIBUNE (© 2 ©). daily and Sun- 
day. Established 184) A conservative, clean 
and up-to date newspaper, whose readers repre- 
sent intellect and parcbasing powertoa hign- 
grade advertiser 

SCIENTIFIC AMERICAN (@ ©) has the largest 
circulation of any technical paper in tne world. 

VOGUE (©©) carried more advertising in 1905, 

, 1907, than any other magazine of gen. cir. 


OHIO. 


CINCINNATI ENQUIRER (OO). In 1907 the lo- 
cal advertising was 33 t-3¢ more than i ” 196. The 


local advertiser knows where to nd his 
mouey. The ony Gold Mark Mark paper inc neinnati. 
OREGON. 


THE OREGONIAN (@©), established 1851, 
The great newspaper of the Pacific Northwest. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper, It is on tae Koll of Honorand 
has the (juarantee Star and the Gold Marks—the 
pro most desirable distinctions for any news- 

ayer Sworn circulation of The Daily Press, 
tor 1907, 102,993; The Sunaay Press, 124,006. 


THE PITTSBURG 
® DISPATCH ‘ee 


The newspaper that judicious advertisers 
always seiect first to cover oo rich. pro- 
ductive. Pittsburg fled. Best two-cent 
morning paper assuring a prestige most 
protitabie to advertisers Earaen bome 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), a conservative 
enterprising newspaper without a single rival, 
SOUTH CAROLINA, 
THE STATE (©©), Columbia, 8. C. Higheat 
ty, largest circulation in South Carolina. 
VIRGINIA, 
THE NORFOLK LANDMARK (@©©) is tke 
bome paperof Norfolk. Va. That speaks volumes. 
WASHINGTON. 


THE POST INTELLIGENCEK (© ©). Seattle’s 
most progressive paper. Oldest in State ; clean, 
reliable, influential. Ail home circulation. 


WISOUNBIN. 

THK MILWAUKEE EVENING WISCONSIN 
(@©), the only gold mark daily in Wisconsin. 
CANADA. 

THE HALIFAX AERALD (OO) a te EVREN- 

ING MAIL, Circulation 15.558, flat r: 


THK GLOBE, Toronto .@@). the good 
opinion of the’ best people 0 nore 
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The Twentief / 


OF THE ESTISH) 


RINT EF 


JUL YB6, 


On July 15 just twenty years to a day will have 
elapsed since Printers’ INK began publication, and a 
Special Anniversary Number will be issued, to be 
devoted to the interests of both General and Local 
Advertisers. 

This issue has been in preparation for months 
past. The occasion is deemed of more than passing 
importance and interest to the advertisers of the 
country. Printers’ Ink was established before any 
other advertising journal which is still published, and 
has accomplished greater results than any other 
single force in furnishing instruction to advertisers, 
It has been an invaluable aid to publishers in this 
respect, in that it has taught the value of advertising 
of goods of merit in the proper mediums. 

The reading columns of the Anniversary Issue 
will contain contributions from many of the men who 
assisted in the paper’s publication fifteen and even 
twenty years ago. Articles will be furnished by for- 
mer editors and by others who have been regular con- ; 
tributors for years. Articles of importance will be 
devoted to the description of present-day advertising 
campaigns, and there will be others, more general in 
character, but of the sort which has established 
PrinTErs’ Inx’s reputation as the ‘‘Little Schoolmaster 
in the Art of Advertising.” 

The publishers feel a modest pride in the com- 
pletion of twenty years of publication, and will spare 
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tieh Anniversary 


1E ESW@ISHMENT OF 
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no effort in making the issue a success, from every 
standpoint. The size of the edition printed will be 
greatly augmented, in order that copies may be sent 
to many advertising and business men who are not 
now subscribers. 

This issue of Printers’ Ink offers a most economi- 
cal and a most unusual opportunity to bring your 
publication to the particular attention of 


































Advertising managers of staple commodities that are 
nationally advertised. 

Manufacturers of commodities who are about to ad- 
vertise for the first time. 

Manufacturers of commodities who do not believe 
they will ever advertise, but who will, some day. 

Local advertisers, whose advertising will expand as 
their business increases. 











ADVERTISING RATES: 
Twenty cents a line; $3 one inch; $10 quarter 
page; $20 half page; $40 whole page. For advertise- 
ments in specified position, double the above quoted 
prices are charged. Five per cent discount may be 

deducted if check is sent with order and copy. 


THE PRINTERS’ INK PUBLISHING CO. 
10 SPRUCE STREET, NEw YORK 


ris JULY & 


- ys 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


PRINTERS’ INK PUBLISHING COMPANY 
Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
NEw YorK Clty. 
Telephone 4779 Beekman. 


President, J. D. HAMPTON. 
Vice-President, GEo. P. ROWELL. 
Secretary, J. I. RoMER. 

Treasurer, H. A. BiGGs. 

The address of the company is the address of 

the officers. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C 


te Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four id 
subscriptions, sent in at one time, will be ote 
down for one year each and a larger number 
at the same rate. Five centsacopy. Back num- 
bers which are out of print will be supplied, if 
not less than 500 copies are ordered at one time. 
The cost of such reprint editions is $40 for 500 
copies. 
. Joun InvinG Romer, Editor. 





New York, July 1, 1908. 








(From the Editor and Pubiisher). 

Greorce P. Rowett has sold a con- 
trolling interest in Printers’ INK, the 
strongest and best known weekly trade 
paper devoted entirely to the advertis- 
ing field, to J. D. Hampton and H. A. 
Biggs, of the Hampton > Advertising 
Company, and John Irving Romer, ad- 
vertising manager of the Aeolian Com- 
pany, New York. 

The new management has already 
taken charge of the publication, and 
will conduct it upon the same lines 
laid down by Mr. Rowell. Announce- 
ment is made that there will be no 
changes mae in either the editorial 
or business staffs. 

Printers’ Ink is the oldest of the 
advertising and publishing trade jour- 
nals, and has always enjoyed a repu- 
tation for being a fearless and able 
publication. To the publishing and 
advertising field it corresponds to the 
Iron Age and other leaders in their 
trades. 

THE NEW OWNERS, 

The new owners are well known in 
the advertising business. Mr. Romer 
js the advertising manager of the 


Aeolian Company, directing the adver- 
tising of the Pianola and the Weber 
and Steck pianos. He was editor of 
Printers’ INK from 1889 to 1893, was 
for some years connected with the 
Royal Baking Powder Company, and 
also has had experience in department 
store and other lines of retail and 
national advertising. 

Mr. Romer will be the new editor 
of Printers’ INK and will also be the 
secretary of the corporation, but will 
retain his connection with the Aeolian 
Company. 

Mr. Hampton is president and Mr. 
Biggs is treasurer of the Hampton 
Advertising Company, of which they 
are the principal owners. Previous to 
joining the Hampton Company, Mr. 
Hampton was the manager of Charles 
Austin Bates’ publications. Mr. Biggs 
is also interested in several financial 
institutions. 

MR. PALMER REMAINS. 

Robert W. Palmer, who has been 
managing editor of Printers’ INK 
since the death of Mr, Zingg, two 
years ago, retains his position under 
the new management, 

J. M. Hopkins continues as adver- 
tising manager and F. J. Benjamin as 
editor of the American Newspaper Di- 
rectory. 

(Mr. Romer, in discussing the pur- 
poses and plans of the new company 
with a representative of the Editor and 
Publisher, said: 

“The value—the actual worth to its 
readers—of any specializing or trade 
paper, depends upon the degree of 
knowledge of the trade or industry 
treated which is possessed by the peo- 
ple publishing and editing the paper. 
One reason for the great success of 
Printers’ InK is that it has always 
been regarded as a real authority upon 
advertising. History has been made 
rapidly in the last twenty years in the 
advertising business, and there are 


many who believe that no factor has 
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been so important in creating present 
conditions as PRINTERS’ INK. 
“We the 


of Printers’ INK believe that our inti- 


newcomers in ownership 
mate knowledge of practical advertis- 


ing, and our experience in handling 


notable and successful advertising ac- 
counts, ought to add something to the 
The 


publication will be conducted on the 


value of the paper to its readers. 


present high plane and without any 


changes in its policy.” 


For quick retaliation in adver- 
tising the firm of C. W. Keys & 
Co., of Beaver City, Nebraska, 
merits the palm, The firm’s com- 
petitor, William Hodkinson, in- 
serted this “reader” in the local 
paper: 

First-class Universal Portland Ce- 
ment, for sale at Beaver City Brick 
Yard, at anti-trust and anti-combustion 
prices.—W™M. HoDKINSON. 

Then Keys & Company rushed 
into the battle with this hot re- 
tort: 

The best Portland Cement on earth 
and cheaper than anti-trust or Billy 
come busted prices, at C, W. Keys 
& Co. : 

Incidentally, it may be noted 
that each advertisement is a com- 
mentary on the advanced state of 
advertising in Beaver City. 


SoMEONE has accused Robert 
Frothingham . of Everybody's of 
“knocking,” and Mr. Frothingham 
has issued a pamphlet to meet 
the allegation. No need to get 
excited, Mr. Frothingham. The 
whole commercial structure is 
built on “knocking,” if you choose 
to look ‘at it that way. Every- 
thing, from soap to automobiles, 
is-sold on the basis that it is 
better than something else. An 
advertisement that does not show 
superiority or advantages of some 
kind lacks the motive power that 
makes the wheels go around. 
However, it is possible to “knock” 
and still remain a gentleman, and 
no one questions that Robert 
Frothingham always keeps well 
within the danger line. The man 
who attempts to please everybody 
in his advertisements is not going 
to have any readers at all. 


Your advertisement will bring 
people to your store, but your 
treatment of them there is the 
thing that will bring them back, 
or dismiss them, 


MR.* WILEY AGAIN DISPLAYS 
GOOD JUDGMENT. 


THE New York “TIMEs,” 
Times Square. 
Dear Mr. Romer: 

My congratulations 
quirement of Printers’ INK. 

I am confident ‘that, under your 
management, the publication will show 
renewed vigor and usefulness. It is 
easily the leader of all the periodicals 
devoted to advertising, and will lose 
none of its prestige under your guid- 
ance. 

With regards to yourself, Mr, Biggs 
and Mr. Hampton, I am, 

Yours very truly, 
Louis WHutLey. 


upon your ac- 


Two men were discussing 
Louis Wiley, advertising manager 
of the New York Times. One 
of them said: “How do you ac- 
count for Wiley’s success?” 

The other replied: “I guess it’s 
due more to his good judgment 
than anything else. If he never 
did anything more than select the 
New York Times as the paper to 
tie up to, that alone would be 
sufficient evidence of his astute- 
ness,” 


MORE BOUQUETS OF JUNE ROSES. 


THE CENTURY CO. ADVERTISING 
DEPARTMENT. 
“ The Century Magazine,’’ “‘ St. Nicholas.” 
Ew YorK, June 25, 1908. 
My dear Mr, Romer: 

Almost twenty years ago you discovered 
that Mr. Geo. P. Rowell hada good thing. 
You served a term of four years with him, 
and made a good thing better. Now I under- 
stand you have acquired the control, and I 
have faith in your ability to make PRINTERS’ 
Ink better than ever before. Permit me to 
congratulate the paper upon its future. 

Sincerely yours, 
GrorceE H, Hazen, 


PHILADELPHIA, June 22, 1908, 
Dear Mr. Hampton: 

Confirming our conversation of to-day, per- 
sonally I want to be on record as being the first 
subscriber for Printers’ INK under the new 
regime. Enclosed find check. 

I am delighted that you have secured this 
property; in fact I am just as much pleased as 
if I were interested with you. Mark my word, 
you are going to make a great success of. it, 
and it will be the best thing you ever did in 
your life. Very truly yours, 

E. S. EpMonpson, Adv. Mgr., 
North American. 

P. S.—Just got you another subscriber, the 
assistant advertising manager. Send Print- 
ERS’ INK to Mr, p Se McGuckin, 7445 


Devon Avenue, Mt. Airy, Pa. I enclose check 
for $4 to cover both subscriptions, 
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THE Chicago Tribune has 
placed Eugene W. Parsons in 
charge of its western foreign ad- 
vertising, with headquarters in 
Chicago. 


C. §S. RepFietp, advertising 
manager of the Yale & Towne 
Manufacturing Company, is 
spending the summer with his 
family in Europe. 


Brent Goon, of the Carter 
Medicine Company, New York, 
has just returned from a trip 
abroad, where he made advertis- 
ing contracts with English news- 
papers, and is running some 
twenty inch copy. 


Tue Register and Leader, of 
Des Moines, Iowa, prints an 
eight-page pamphlet giving a list 
of Iowa towns where the paper 
circulates, and the number of sub- 
scribers in each. Eighty-two and 
one-half per cent of the total cir- 
culation of the Register and 
Leader is distributed within a ra- 
dius of 100 miles of Des Moines. 


Mitton M. Bitter, formerly 
advertising manager for the John 


Newton Porter Company, pre- 
mium specialists, New York City, 
is now with the Packer Manufac- 
turing Company, manufacturers of 
Packer’s Tar Soap. The adver- 
tising done by this house has al- 
ways been of good quality, but 
during the past few months it has 
been excellent, both in the char- 
acter of the designs used and the 
strength of the copy. 


Tue Des Moines, Iowa, Regis- 
ter and Leader made a remark- 
able showing in advertising dur- 
ing the month of May. As com- 
pared with May, 1907, the paper 
gained thirty-one per cent in 
local display, thirteen per cent in 
classified, and fourteen per cent in 
foreign advertising. This is a 
total gain on all kinds of adver- 
tising of twenty-five per cent. In 
a season of backward advertising 
Manager Southwell has reason to 
feel well pleased with this record. 
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WILLIAM Berri, of Brooklyn, 
publisher of the Standard-Union, 
has been put forward as candidate 
for the Republican nomination for 
Governor of New York this fall, 


WILLIAM R, HoTcHKIN, adver- 
tising manager for John Wana- 
maker in New York, is in Carls- 
bad, Austria, and will not return 
to his desk until August. During 
his absence the Wanamaker ad- 
vertising is written by Joseph B. 
Sheffield, the assistant advertising 
manager of the store, 


THe Associated Advertising 
Clubs of America will hold a 
national advertising and business 
exposition in Kansas City on Aug- 
ust 26, 27 and 28, when the clubs 
will meet in convention. It is 
planned to have the show em- 
brace displays of every line iden- 
tified with or akin to the adver- 
tising world. The Kansas City 
Advertising Club has the matter 
in charge. 


COMMENTING on the farmer's 
constant interest in weather, the 
New York Times asks why the 
American farmer does not depend 
more on a good barometer and 
less on “signs” in judging what 
to-morrow has in store for him. 
Properly used, an aneroid instru- 
ment would announce a_ few 
hours beforehand such fierce tor- 
nadoes as lately devastated towns 
in the South and West. Here 
seems to be an excellent chance 
to advertise barometers in the 
farm papers, selling them direct 
and instructing the farmer in their 
use—for they are a trifle compli- 
cated. Says the Times: 

Apparently the farmer class think 
the barometer a thing for sailor’s use 
alone, or that its one service ashore 
is to make a prophecy as to “fair,” 
“change.” or “rain.” Such a prophecy, 
as it happens, is precisely what the 
barometer can do least efficiently, for 
the instrument gives information much 
more by its movements than by where 
its pointer or hand stands at any par- 
ticular moment. It, therefore, needs 
the careful and constant watching the 
sailor gives it, and what it tells is in- 
directly, through a process of interpre- 
tation, once based merely on empiric 
experience, but now firmly founded on 
scientific knowledge of the laws and 
courses of cyclones, 
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Don’t be too frivolous. The THe American Home Montiily, 
men who spend money do it seri- New York, puts a new rate card 
ously—as it’s no joke to them. into effect to-day. 











Tue Quoin Club recently en- Tyg following sign was pasted 
tertained at luncheon the solicit- ypon the window of Sherwood’s 
ors connected with the advertis- pook-store in Fulton street, New 
ing agencies of New York City. York, upon one of the excessive- 
There was a discussion on the jy pot days of last week: 





question, “The Agency Solicitor “This store runs through to 
and the Publisher's Representa- Ann street, and has a fine cool 
tive: how best can they co- draft through it to-day.” 
operate ?” =—__ 





A NOovEL circulation scheme has J. J. Hazen ee cia 
been inaugurated by the Boston Joins McClure Life—not the life 
American. A key to a chest con- on this earth but the well-known 
taining a thousand dollars in gold publication by that name—and is 
is hidden in some part of the city now in charge of the advertising 
or suburbs. A serial story run- department of McClure’s Maga- 
ning in the Evening American gine, ‘lhe change took place 
gives the clue to the location of June 23d. : 
the key, and the finder will have " Mr, Hazen is a younger brother 
the privilege of opening the box of George H. Hazen, advertising 
and taking the money. manager of the Century. and 
— ; president of the Crowell Publish- 

Tue Illuminating Engineer, a ing Company. He graduated from 
New York monthly which ought Yale in the class of 1898 and was 
to know better, speaks of the connected with the Western Elec- 
Ladies’ Home Journal as “that tric Company, Chicago, in vari- 
popular technical _ periodical.” ous capacities, for about a year 
Printers’ INK is always glad to and a half, and also put in a year 
acknowledge the extreme popu- with the B, F. Cummings Com- 
larity of both of Mr. Curtis pub- pany—but this has no bearing on 
lications, but it is a new idea to his advertising career. He made 
classify either of them as techni- his entry in the publishing field 
cal periodicals, by joining the staff of the circu- 

——— lation department of the Chicago 

C. Frep Crossy, editor of the Record-Herald, and says that the 
tobacco trade journal Tobacco, first thing of note that he accom- 
New York, was arrested last plished there was to get arrested 
week on a warrant secured by for tacking up signs on telegraph 
Martin J. Condon, president of poles and other available places, 
the American Snuff Company, which was against the law in the 
charging criminal _ libel. Mr. Windy City; but as the judge dis- 
Crosby was locked up for a time charged him with a reprimand 
in the East 126th street station that act cannot be held against 
until Albert S. Klein, advertising him. 
manager of the paper, bailed him For two years or thereabouts 
out. President Condon stated that he served Outing as advertising 
the libel consisted in an interview manager leaving there in October, 
from Mr, Crosby printed in a 1904, to become western repre- 
morning newspaper on June 14,in sentative of Life. In August, of 
which the latter alleged that the 1905, he was appointed advertis- 
tobacco trust was mixing cocaine ing manager of that publication. 
and other narcotics with the snuff Mr. Hazen would say nothing 
that it sells to negroes in the about changes in the policy of 
South. Mr. Crosby stated that McClure’s, if there are to be any, 
he was misquoted in the article and said that he could add noth- 
and that he had not referred to ing to what is already known 
the tobacco trust in any way. about that excellent publication. 
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A WARM SUBJECT—BUT 
TIMELY. 


FURNACE COPY SHOULD BE, PRIMAR- 
ILY, INSTALLATION TALK—MANU- 
FACTURERS’ ADVERTISING CANNOT 
DO THIS, AND THE RETAILER MUST 
CONTINUALLY KEEP IT IN MIND, AS 
WELL AS FIGHT THE OPPOSITION 
WITH FURNACE ARGUMENTS, AS 
OPPOSED TO THE HOT WATER 
SYSTEM. 


Retail Furnace advertising is by 
peculiar individuality entitled to 
treatment particularly its own. 
For this reason, and through lack 
of its observance, signal incon- 
gruities occasionally appear in 
American newspapers, and oppor- 
tunities for successfully exploit- 
ing this peculiar individuality 
mostly pass ungrasped, 

Retail Furnace advertising is 
entitled to particular treatment 
for the special reason that while 
a prospective customer may be 
shown a furnace set up, the fur- 
nace itself is never sold that way: 
therefore, it cannot be sold on a 
set price. The price is governed 
altogether by the degree of work- 


manship specified when the con- 


tract is let, and the additional 
consideration of whether cash or 
installments is to govern the sale. 

From these particulars it will 
be seen that hard and fast condi- 
tions attach themselves to furnace 
retailing, which shift the final 
onus of responsibility from the 
manufacturer to the dealer—to 
the latter the buyer must look for 
thoroughness in installation, or, 
in plain words, a successful job. 

This being the case, retail fur- 
nace advertising is, - obviously, 
nothing if not primarily installa- 
tion talk. Learning from their 


_sfriends that a good furnace may 


be badly installed, and vice-versa, 
as they generally do, people are 
going to be canny in signing any 
specifications which do not guar- 
antee in black and white the all- 
important matter of setting wp. 
Therefore, in reading furnace ad- 
vertisements in general, men are 
going to be influenced by three 
things: what the manufacturer 
has to say about the construction 
of his furnace, what the dealer 
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has to say about the installation 
of a furnace, and what conclu- 
sions, after perusing both types 
of ads, they themselves can arrive 
at regarding the merits of fur- 
naces in comparison with other 
forms of heating apparatus. 

In such media as_ booklets, 
magazines, and newspapers the 
American people have had plenty 
of furnace manufacturers’ adver- 
tising; and much of this has been 
of a controversial character, but 
little of the real article from deal- 
ers has as yet greeted the eye. 
As installation is a phase of the 
situation which manufacturers 
cannot appropriately touch on, 
unless they sell direct to the con- 
sumer, the retailer’s negligence, 
both practised and pronounced, in 
this regard, has led to many un- 
satisfactory furnace sales and 
many lost sales. True, some of the 
more enterprising furnace men 
have for years been using the elec- 
trotypes supplied them, and have 
run advertisements in their local 
papers or in a monthly circular. 
Some of these could be labeled 
“well written,” and some of them 
possess, in addition, the merit of 
being pointed and clear. Suavity 
is there also, and type display and 
rule effects; but the number of 
these advertisements that can be 
styled correct interpretations of 
their function are extremely lim- 
ited. This has possibly been due, 
on the one hand, to the fact that 
the furnace man is usually “a 
Jack of all trades’—his business 
may have such diverse ramifica- 
tions as hardware, stoves and tin- 
smithing—and the furnace trade 
is confined to the building season; 
hence, interest is no sooner re- 
vived than with diurnal regular- 
ity, it dies out. 

In addition, the reason for so 
much inappropriate retail furnace 
advertising can probably be traced 
to this source; the furnace man 
generally acts as agent for more 
than one manufacturer; conse- 
quently, he does not make a busi- 
ness of talking up sales for a par- 
ticular make of furnace. He most 
likely sends the different manufac- 
turers a list of prospects and pre- 
pares to handle any trade they 
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may send his way as a result of 
following up these prospects. 
With the opposition that of late 
years has sprung up, in the form 
of hot-water apparatus advertis- 
ing, especially in the magazines, 
furnace manufacturers have found 
it necessary to get on the armor 
of combat and commence the 
work of rebuttal. So must the 


pect is very often pestered with 
letters of a stereotyped character, 
until he doesn’t know whether to 
blindfold himself and pick out a 
winner or to hie himself off to a 
warmer climate. Therefore, any 
retailers’ advertising that inten- 
tionally goes direct to the woman 
of the house, or that is even un- 
intentionally nauseating to the 





Just received our first car 


load of furnaces and have a 


large Stock of 


Furnace Pipe 


all. made up waiting for your 


order. 


Drop us a line or call us over-either phone 


L. C. Noland 


605 Story St. 


THE OLD-TIME 


ADVERTISEMENT. 





retailers. Because here alone is 
a phase of the case where maker 
and retailer stand on the same 
ground—the former must enforce 
the furnace talk nationally, the 
latter re-enforce it locally. 
Furnace talks appeal to men, 
rather than to women. The whole 
business is hard-headed and inno 
way lends itself to pretty words, 
fancy pictures, or “won’t-you-try- 
it” appeals. Like the life insur- 
ance prospect, the furnace pros- 


man of the house, is alike as un-, 
suitable as such tactics if pur- 
sued by the manufacturer. What 
the retailer must do, in order to 
make his advertising successful, 
is, first of all, adapt himself to 
the season governing furnace 
sales. Building plans generally 
originate in March and continue 
to July, and between these months 
ninety per cent of all furnaces 
are said to be sold. When the 
man who intends building is 
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thinking matters over, or dis- 
cussing them with his contractor 
or architect, is the time for the 
retailer to reach him with his 
furnace installation arguments, 
The best way for the retailer 
to reach these builders is through 
his local press. Why? Because 
men read newspapers. He should 
tell just two things: Why hot-air 


heating should be chosen for the 


THE QUAKER FURNACE 





132 of these furnaces now 
instalied in this city, all giv- 
ing satisfaction. Car of 30 
large furnaces to heat six. to 
twelve rooms now on sale.~ I 
will send you a circular or tell 
you why you should buy a 
“Quaker.” The cleanest Hot 
Air Furnace and the most 
durable on the market. Cail 
or phone to 

W. C. TESCHNER, 


1328 .N. Fourth St. 
Both Phones: Old 228 W. New 821 X. 


Shop 315 Locust St. 


THE PREVALENT ADVERTISEMENT. 





home and why he (a particular 
retailer ) should be chosen to in- 
stall it. 

The dealer, then, must convince 
the prospect that a furnace is the 
most economical, safe and com- 
fortable form of heating appar- 
atus obtainable because the op- 
position, being an opposition 
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against the whole heated-air sys- 
tem, is much more harmful to the 
dealer than opposition limited to 
the merits of this particular fur- 
nace or that particular furnace, 
of vital interest only to the fur- 
nace manufacturer. 

What furnace arguments are 
most likely to impress the furnace 
prospect with their sterling worth 
without boring him with their 
selfishness? ‘hese; because they 
are now considered well-nigh in- 
disputable: 1. A furnace can be 
quickly installed. 2, Heat is radi- 
ated as soon as fire is started. 
3. No water pipes to burst when 
fire is out or mismanaged. 4. 
Walls can be papered or wood- 
work painted without interference 
of radiators, 5. Pure air admitted 
to house through cold-air pipes. 
6. Fuel bill is kept low by even- 
ness of air circulation. 

Having made use of these argu- 
ments let the retailer pass on to 
those important details apropos 
of setting up. Let him prove that 
he understands chimney construc- 
tion and proper and improper 
drafts. If he proposes to set the 
furnace on a bed of cement let 
him point out that the advantages 
accruing from this process is per- 
fect tightness of all the parts. If 
the dealer advocates bolted rather 
than fused joints, let him show 
that the advantages of the former 
are continuous resistance against 
inroads of gas, 

Before leaving this phase of 
the situation the dealer should lay 
great stress on the necessity, as 
well as suitability, of perfect in- 
stallation at the commencement, 
and the expense and trouble and 
dissatisfaction that will follow in 
the wake of a “scimp” job. He 
can assert, without fear of refu- 
tation, that a furnace purchase 
and installation, if made correct- 
ly in the first place, will probably 
only have to be made once in a 
housekeeping __ lifetime. Again, 
that if the retailer is forced to 
hurry the job—in order to make 
a profit—the owner will be wholly 
the direct loser, the retailer par- 
tially the semi-direct loser, and 
the manufacturer partially the in- 
direct loser; the owner’s family 
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will be liable to dangers resulting 
from improper disposition of gas, 
grates will wear out prematurely, 
firepot crack and other parts be- 
come loose and defective. And as 
soon as such things begin to hap- 
pen to the furnace, just then it 
will become difficult to heat more 
than one room at one time, and 
difficult to keep heat from escap- 








Select a First-class Furnace 





THEN 
Have a First-class Installation 





You intend building a new 
home or overhauling your 
old home and the heating 
question confronts you. 

When the proftableness of 
the investment and the com- 
fortableness accruing from it 
are main considerations, you 
will decide you must have a 
hot-air furnace. 


Now, we are ialists in in- 
stalling furnaces. We size-up the 
layout of your house or advise you 
whet the layout should be. 

Our work is done quickly, 
cleanly and satisfactorily. 

The cost of putting in a furnace 
will be governed by the specifica- 
tions and our guarantee will ap- 
pear thereon. 


E. & H. ROBERTS 
Furnace Men Cahoon Street 




















THE DESIRABLE AD. 





ing into the cellar. Obviously, 
when this stage has been reached, 
more coal will be consumed than 
results will show for. When fur- 
nace parts lose that compactness 
that makes for a quick response 
to direct drafts more shaking is 
necessary, aiso, and raising check 
damper has often to be postponed 
indefinitely. This means _ that 
while “puffing” gas is being avert- 
ed, as high as forty per cent of 
the heat-power is passing up the 
chimney intermixed with gas. 
Can a prospect ponder on these 
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facts without being impressed they 
are facts? 

It is not, of course, expected 
that the dealer will incorporate in 
each advertisement all the points 
enumerated above, but having 
had, as the first thought in his 
announcement,—reliable _installa- 
tion work,—and having thorough- 
ly covered the appropriate ground 
in a number of advertisements, 
the dealer can feel that he has 
done much for the cause of good 
workmanship, and that by spread- 
ing this propaganda, and living up 
to it, sales are bound to re-act 
in his favor, In the arena of pur- 
chases there is no news so widely 
quoted and so ruthlessly exagger- 
ated as furnace news; consequent- 
ly, every furnace sale, from a 
publicity standpoint, is either its 
own best friend or its own worst 
enemy. 

Last of all, the retailer should 
dilate on his ability to do the 
work expeditiously, and with 
cleanliness and minimum disturb- 
ance. Then, as a grand finale, 
following the dealer’s promise of 
reliable service, should come, in 
bold type, the prospect’s assur- 
ance of reliable service—reference 
to the guarantee back of all, ap- 
pearing in the specifications: no 
satisfaction, no pay. 

Austin A. BriGcs, 
——_+9>—__——_ 
DO PUBLISHERS READ “PRINT- 
ERS’ INK?” 


22 
22, 


ToLepo, Ohio, June 1908. 
Editor of Printers’ INK: 

From the small four line item which 
appeared in Printers’ INK a _ week or 
two ago, to the effect that this agency 
was placing thirteen line space for the 
Ohio Chemical Co., we have had any 
number of letters of solicitation from 
newspapers asking for the copy. 

The appropriation was of so small 
an amount, however, that it is scarcely 
worthy of mention. It simply demon- 
strates, however, that Printers’ INK 
is thoroughly read. 

Yours very truly, 
MILLER ADVERTISING AGENCY, 
Cc Miller. 
—_—_+o+—_- 


SOMETIMES TRUE. 


The Toronto Star of May 14 con- 
tained rather a funny mix-up. The 
make-up allowed a catchline slug, ‘Ar- 
ticles for Sale,” to run in immediately 
after the birth notices. What the fond 
parents of the trio of infants thought 
of this strange reflection on_ their 
character remains to be seen.—Printer 
and Publisher. 
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BOOKS BY THE YEAR. 





One of the knottiest problems 
awaiting solution by some mod- 
ern distributive genius is the pub- 
lisher’s problem of placing new 
books in every class of homes in 
this country—new novels, eco- 
nomical and technical books, hhis- 
tories, biographies, etc. 

Books, as merchandise, reach a 
very small class of people, and 
are hardly distributed at all in 
comparison with such staples as 
breakfast foods. Nobody is more 
willing to admit this than the 
publisher. Subscription books, of 
course, are widely distributed by 
the canvasser. But this is vir- 
tually a separate trade. The 
American farmer, for example, i 
a diligent reader of sanction 
works. He might be led to read 
the books issued by regular pub- 
lishers—technical, semi-religious, 
popular scientific and_ historical, 
and even the new novels. But the 
book trade proper has_ hardly 
touched him. The retail book- 
seller, once the publisher’s main- 
stay, is becoming extinct. A 
wider outlet for the lighter books 
has been developed in the de- 
partment stores. Libraries are 
growing in number and scope. 
Yet while manufacturers in every 
other line find a normal increase 
in sales, the book trade knows no 
corresponding growth. 

One great fundamental difficulty 
in this trade is the fact that the 
publisher has to advertise and 
sell, on a slender margin of pro- 
fit, each new work as it comes 
from the press. One sale of a 
breakfast food may establish a 
staple demand, with a moderate 
future selling expense. One sale 
of the latest novel, however, sat- 
isfies the demand for that piece 
of merchandise in that quarter 
forever. The selling cost is high, 
and the publisher can only sell 
another novel at the same selling 
cost. 

Will the book trade ever com- 
bine its various lists, issue a cata- 
logue on the lines of the mail- 
order houses, supply a mutual ad- 
vertising appropriation to educate 
the whole American public to 
read solid works, and sell direct 


the half-dozen? 
Such a plan certainly had possi- 
bilities if the publishers could ever 


by the set, or 


get together and take it up? 

Another plan that -seems to 
meet some of the needs in this 
trade is one lately developed by 
the London Times Book Club— 
selling books by the year, This 
club has, for several years, fur- 
nished a circulating library ser- 
vice in Great Britain at so much 
per year, the subscriber returning 
books after reading, or buying 
them for his library at a dis- 
count from the published price. 
Repeated demands have come from 
the British colonies for. some ex- 
tension of the service whereby 
subscribers might obtain current 
s works and keep them. Now the 
club has a “By Bookpost to Out- 
post” service. Instead of selling 
one book, as the publisher is do- 
ing eternally, the Times Club 
takes a yearly subscription in any 
part of the world and mails a cer- 
tain number of novels or mis- 
cellaneous books each month, post 
free. For twenty-five — shillings 
a year ($6) one novel a month is 
mailed. Six novels each month 
may be had for about $34 a year, 
or less than fifty cents apiece. 
These books are copies that have 
been used for some weeks in the 
club’s circulating library, but are 
clean and perfect, and cost much 
less than they would in London. 

The American magazine is 
widely circulated and_ profitable 
because publishers sell it by the 
year. Will book publishers, 
through advertising to the whole 
public, and reduction of selling 
cost, ever apply the same prin- 
ciple to books? 


++ 
NOVEL PLAN TO BOOM EGG 
TRADE, 
There is a grocer on De Kalb 
enue, Brooklyn, 


Av- 
who has a novel win- 
dow display; indeed, we may say he 
takes “the bun” so far as originality 
goes. In the window, which is_pro- 
vided with a sawdust floor and _ sur- 
rounded with red, white and blue 
bunting, is a flock of six hens and one 
rooster; while back of them is a sign 
which reads: 
HERE THEY ARE! 
Fresh Eggs! To Order! 
Who’ll Have the Next Lot? 
Per Dozen,—Only 27 Cents! 
Laid On_ The Spot, 
—Show Card. Writer. 
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CONCERNING THE LACK 
OF DISTRIBUTION, 





Some years ago a large eastern 
manufacturing concern decided to 
billpost New York State. The 
matter was talked over with their 
agent and all the preliminaries 
were arranged. 

“There is one question we want 
to ask before going ahead with 
this campaign,” said the agent, 
“what distribution have you in 
the territory to be covered?” 

“Oh, we have a few dealers 
here and there,’ answered the 
manufacturer, “but our object is 
to make dealers see the benefit of 
handling this product through our 
billposting campaign and_ thus 
secure good general distribution.” 

“We can’t touch it,” said the 
agent. 

This matter of distribution is 
an essentially vital one, and the 
problem is variously solved by 
different advertisers, But the con- 
census of opinion seems to be 
that distribution should be secured 
first, or at least simultaneously 
with the advertising, where this is 
possible. 

The writer has recently had 
the weakness of lack of distribu- 
tion brought prominently to his 
attention. The advertising of a 
Chicago clothier who has_ been 
using considerable space in the 
general magazines attracted his 
attention. The copy was of 
the “reason-why” variety. It 


‘was convincing and emphasized 


one feature that probably appeals 
to us all—‘“shape retaining” qual- 
ities. Upon being written for the 
name of some dealer in New 
York City, the advertiser replied 
that his clothing could not be 
secured in New York City and, 
as the nearest dealer, referred to 
one in Philadelphia. 

Still more recently, the writer’s 
eye was caught by a full page in 
the Saturday Evening Post ad- 
vertising a shoe, which the writer 
has never worn but desired to 
try. In reply to a request for the 
name of some local dealer the 
manufacturer wrote that he had 
no local representation. Perhaps 
the circumstances are extenuat- 


ing in this latter case, since thedistribution in a given section, 


manufacturer stated that he was 
negotiating for distribution in 
New York City. In the mean- 
time he desired to fill orders di- 
rect. The writer has no ethical 
objections to buying by mail, but 
in this particular case he pre- 
ferred not to do so. 

Now New York City does not 
complete the map, but with its 
surrounding territory it numbers 
between five and _ six millions 
population. The general publica- 
tions are stated to have the bulk 
of their circulation in the larger 
centers, and it might be interest- 
ing to know just what loss in 
dollars and cents the waste cir- 
culation in New York City and 
the vicinity means to the two ad- 
vertisers mentioned. When so 
concentrated a field as this is 
neglected by an advertiser who 
sells through dealers, does it not 


‘suggest that some other territory 


may be likewise neglected? 

Of course, a number of adver- 
tisers have built up good distri- 
bution as a result of their adver- 
tising in the general publication. 
The early advertising of the 
Gillette Safety Razor made a 
strong feature of selling direct. 
Now the Gillette Sales Company 
has obtained good general distri- 
bution, and only suggests the 
reader’s buying direct. in the event 
of attempted substitution on the 
part of the dealer. 

Still, distribution first is obvi- 
ously to be desired and _ every 
effort should be made to this end. 
The offer of the advertiser to 
supply readers direct, in case they 
have any difficulty in securing the 
advertised article through dealers, 
savors of mail-order advertising, 
and has the effect of antagonizing 
dealers. Especially in the case of 
a new article or brand, this re- 
sults in retarding distribution 
among dealers. Where it is found 
impossible or impracticable to 
get dealers over a wide territory 
to stock up with an article, the 
advertiser may concentrate. This 
plan is a desirable one for such 
advertisers as wish to push the 
sale of their goods in territory 
where they have distribution; and 
is also a quick method of getting 
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BUSINESS GOING OUT 

E. C. DeWitt & Company, Chicago, 
are placing their advertising direct. 

Coca Cola copy is going to news- 
papers through the D’Arcy Agency, of 
St. Louis. 
sending out some Apollinaris copy to 
newspapers. 

N. W. Ayer & Son, Philadelphia, 
are sending out copy to newspapers for 
Perrier table water. 


J. Walter Thompson, New York, is 


Dauchy & Company, New York, are 
sending out some copy to newspapers 
for Allen’s Foot Ease. 


Copy for the July issue of Every- 
body's Magazine is going to news- 
papers through various agencies. 


The Agate Advertising Agency, New 
York, is sending out copy for Peter- 
man’s Roach Food, to newspapers. 


C. Blum, Philadelphia, is using space 
in newspapers to advertise Ridley’s 
“Kleenatub,” a washing compound, 


Lesan-Gould, St. Louis, will use one 
thousand lines in newspapers for the 
Hardin College, of Mexico, Missouri. 


Scott & Bowne, New York, will 
make up the list of small papers to be 
used for their fall advertising in July. 


The Dauchy Agency, New York, is 
using forty-two lines, two times, in 
newspapers, to advertise Platt’s Clor- 
ides. 

Lyddon & Hanford, Rochester, are 
making one thousand line contracts 
with newspapers to advertise Per- 
Spy-Ro. 


The Massengale Agency, Atlanta, is 
using four hundred inches in news- 
papers for the Chattanooga Brewing 
Company. 


Mrs. J. A. Matheson, proprietress of 
the St. Cloud, South Haven, Michigan, 
is using six ‘lines, daily and Sunday, 
nine times. 


The Homer W. Hedge Agency, New 
York, will use one thousand inches in 
southern newspapers for Sperry & 
Hutchinson. 


George B. Van Cleve & Company, 
New York, are sending out one hun- 
dred and twenty lines to newspapers 
for Harriet Meia. 


The McManus-Kelley Company, To- 
ledo, is using six full columns in news- 
papers for the Cadillac Motor Com- 
pany, of Detroit. 


The Prudential Insurance Company 
will use twelve thousand lines in 
Pacific Coast newspapers; business to 
be placed direct. 


The maii-order advertising of M. H. 
Cobe & Company has been _ stopped 
during the summer. The contracts 
are to be continued and _ additional 

pers taken on about September rst. 
Mite business is placed by E. J. Goul- 
ston, 17 Milk street. 
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Nelson Chesman & Company, Chatta- 
nooga, are using one thousand inches 
in newspapers for the Chattanooga 
Medical Company. 


Some copy for the Fisk Rubber Com- 
pany, automobile tires, is going to 
newspapers from the offices of Albert 
Frank & Company. 


The Fuller Agency is sending eight 
and one-half inch advertisements to 
newspapers for the Korrective Com- 
pany’s shoulder brace. 


Fred C. Williams, New York, is 
sending out some small copy to a gen- 
eral list of newspapers for the P. C 
Larkin Company, Salada tea. 


The Lesan-Gould Agency, St. Louis, 
is using thirty-nine lines, six times in 
newspapers for the Chillicothe Normal 
College, Chillicothe, Missouri. 


Summer resort advertising for the 
Delaware & Hudson Railroad is going 
out to the usual list of newspapers 
through the Presbrey Agency. 


The Lesan-Gould Agency, New York 
branch, is increasing the list of news- 
papers in New England for advertising 
of the New York Central Road. 


The Long Island Railroad is using 
one hundred lines, double column, in 
newspapers to advertise summer _ re- 
sorts; business being placed direct. 


Otto Koch, Milwaukee, is using one 
hundred and sixty-five lines, one time 
in newspapers for the F, Mayer Boot 
& Shoe Company, of the same city, 


One’ time advertisements for the 
Washington Life Insurance Company, 
New York, are going to newspapers 
through Albert Frank & Company. 


R. S. Barrett, of the World’s In- 
formation Bureau, Catskill, New York, 
is placing  ten-line advertisements in 
newspapers for the Hotel Kaaterskill. 


Lord & Thomas, Chicago, are using 
one hundred and sixty-eight lines, four 
columns, in newspapers for the Chal- 
mers Detroit Motor Company, of De- 
troit. 


The Massengale Agency, Atlanta, is 
using space in newspapers to advertise 
Leabold’s Salted Peanuts; two inches 
double column, twice a week for a 
month. 


The Miller Agency, Toledo, is plac- 
ing advertising for the Joint Bureau 
of Publicity of that city; copy is one 
inch deep and extends across seven 
columns, 


Tt is announced that Cluett, Peabody 
& Company, Troy, New York, will re- 
new their advertising through Calkins 
& Holden, New York, sometime in 
September. 


W. S. Hill & Company, Pittsburg, 
will use ten thousand lines in news- 
papers to advertise the products of the 
Christian Moerlein Brewing Company, 
Cincinnati. This agency is also send- 
ing out news paper copy, advertising 


Red Raven Splits. 
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The Morse International Agency, 
New York, is asking rates on one 
thousand nine hundred and sixty lines 
from Canadian papers; copy to start 
about September ~1st. 


Doremus & Company, New York, 
are sending out special copy to news- 
papers for the New York, New Haven 
& Hartford Railroad, to advertise the 
Bar Harbor Express. 


Lord & Thomas, Chicago, are placing 
some advertising for the North Michi- 
gan ‘Transportation Company, two 
inches, double column, twenty-six in- 
sertions, in newspapers. 


The Leroy Agency, Detroit, is send- 
ing two-line readers to newspapers for 
the Satin Toilet Specialties Company, 
of that city; copy to run daily and 
Sunday for two months. 


The Monticello Drug Company, of 
Monticello, Florida, is using two-line 
readers in newspapers to advertise its 
“666” remedy; copy to run one month, 
and business being placed direct. 


The Lesan-Gould Company, _ St. 
Louis, will use one thousand nine hun- 
dred and four lines in sixty-four in- 
sertions, in newspapers for the Ken- 
tucky Military Academy, of Lynden, 
Kentucky. 


N. W. Ayer & Son, Philadelphia, are 
using about one hundred lines, single 
column in newspapers in New York, 
Boston, Chicago and Philadelphia for 
Pearson’s Magazine; copy to run three 
times a week. 


The Miller Advertising Agency, To- 
ledo, has just concluded arrangements 
with the George Lorenz Company, per- 
fumery, for a $25,000 advertising cam- 
paign, a goodly portion of which will 
be spent with newspapers in the Middle 
and Western States. 


The P. F. O’Keefe Agency is 
handling the advertising ‘of Doyle & 
O’Brien, Roxbury, liquor dealers. New 
England papers are being used. This 
agency is also placing some magazine 
advertising for the Universal Razor 
Strop Company. 

The Randall Faichney Company, 
251 Causeway street, is gathering in- 
formation regarding farm papers. Mr. 
Frank Hayden of this concern has ad- 
vertising matters in charge, and plans 
to conduct a campaign in agricultural 
papers next year. 


The Franklin Advertising Agency, 
New York, is placing small display 
copy in newspapers throughout the 
country for the Napa Improvement 
Company; classified advertising for the 
Happy Thought Company and advertis- 
ing in mail-order publications for the 
Madison Publishing Company. 


The Heller-Barnham Company, New- 
ark, New Jersey, is placing the adver- 
tising of the new Handihook, made by 
August Goertz Company, of that 


city, in a selected list of magazines. 
Copy for the King Waist Company, 
manufacturers of the King Tailored 
Waists, is also being sent to leading 
women’s publications. 


’ 





BOSTON ITEMS. 


A few additional publications are 
being added for the advertising of the 
Pacific Mills through the Shumway 
Agency. 


The advertising of Frank E, Davis 
Fish Company, Gloucester, is being 
placed by W. L. Weeden, of Wood, 
Putnam & Wood. 


Wood, Putnam & Wood are consid- 
ering a list of general publications for 
the advertising of Berry Brothers, var- 
nishes, Detroit, Michigan. 


Additional magazines are being add- 
ed to the list of the Baird-North Co., 
Providence, R. I. The business is 
placed by the J. W. Barber Agency. 


The advertising of the Luce Pub- 
lishing Company, who have just pub- 
lished “Julies Diary,” is going through 
the Jules Storm Agency, New York 
City. 


The N.. ¥.,; N. H.. and. BH. RR: 
planning to advertise summer excur- 
sions during the month of August. 
New England dailies, especially those 
along the line of the road will receive 
contracts. 


The Coates Clipper Company, Wor- 
cester, Mass., is planning to use agri- 
cultural mediums ‘after the first of the 
year for a few months. The contracts 
will go through the Long-Critchfield 
Corporation. 


The advertising of the Worcester 
Elastic Stocking & Truss Company, 
Worcester, Mass., is being handled by 
C. E. Bellatty of the Humphrey Agen- 
cy. High-grade mail-order publications 
are being used. 


The Plant Steamship Company is ad- 
vertising summer trips by water to 
Halifax, N. S., in New England papers 
generaily. Most of the business is 
placed on a transportation basis, two 
inch, double column copy being used. 


The Boston & Albany Railroad is 
planning to do some special advertising 
in dailies in August and September for 
special trips along their lines. The 
business is placed direct by C. L. 
Ackiss, South Station, Boston. 


Renewals are being placed by the 
Shumway Agency for the advertising 
of the Butcher Floor Polish Company. 
The orders for the agricultural papers 
are going out at once, while those for 
the regular magazines’ classified de- 
partments will be sent out later to 
catch the September issues. 


_ The United Drug Company is mak- 
ing extensive plans for future adver- 
tising which will start in September. 
Wm. C. Neilly, who was _ formerly 
connected with the Chester Kent Com- 
pany, is now advertising manager of - 
this concern. He is sending out con- 
tracts to dailies and weeklies through- 
out the country for one thousarfd five 
hundred inches to be used in thirty 
months. This is the minimum space 
to be used, and probably an average 
of nine hundred inches a year will 
result, 
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NOW READY 
ROWELL’S 
American Newspaper 


Directory 
1908 Edition 

















The book has been carefully revised, 
and is the only work published which 
contains complete and accurate infor- 
mation, brought down to January 1, 1908, 
regarding the newspapers and periodi- 
cals of the United States and Canada. 
The present volume is the Fortieth 
Annual Edition that has been issued, 
each under the personal supervision of 
Mr. George P. Rowell. 

The price of the Directory is $10.00, 
expressage prepaid. 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 


The thing to advertise is the 
thing you want to sell, and the 
article you are advertising is, in 
most cases, the sole appropriate 
subject for illustration. This test 
not only determines what should 
be shown but what may be elim- 
inated. 

In this Richards Chair adver- 
tisement it is important to show 
the position and, as far as pos- 
sible, the method of operation of 








The Richards 
“Fit the Back” Chair 


With a panel back working against 
a stiff spring, and pivoted so as to 
fit into the natural curve of 

the spine at every point 

and in every position. 


Not an untested theory 
like all the other so- 
called scientific backs— 
The Richards Chair 
is giving daily satis- 
faction in sons nade 
of business office 
Among other eaten 
iastic users we refer 
by permission to 
the publisher of 
System, who has 
an cquipment of 
about two dozen of these chairs: 
nd ae yourself have had a patent Richards panel behind 
r back many a time—and enjoyed its luxuriousness 
lor revery seat inevery Pullman car in the world is 

fitted with this patent, 
Made in thousands of styles for office. home, theater 
and school, 

Send today for leaflet on “Comfort in Sitting.” 

ful] description of all our different styles and 

illustrated price list—all free, 


Richards Chair Panel Company 
174 La Salle Street Chicago, Illinois 


Don" ag ot your back, thiak 











NO! 





that feature of the chair which is 
distinctive. 

It is also well to show that the 
chair is an easy and comfortable 
one. To do these things the 
lower portion of the chair is not 
necessary—neither are the lower 
legs and feet of the occupant of 
the chair. 

For this reason the illustration 
marked No. 2 is an improvement, 
as it omits unnecessary features 
and gives a greater degree of 
prominence to the chief charac- 
teristic of the chair advertised. 


In preparing a very small ad- 
vertisement the natural tempta- 
tion is to endeavor to put some- 
thing in that will be unusual 
enough to attract attention, but 
the trouble is that the smallness 
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of the advertisement defeats that 
purpose—something which might 
be strong and striking, in larger 
form, gets tangled up with itself 
when reduced to a small space, 





OUR RIBBON AND 
Strone IN COLOR AND WEARING GUM Ged 





|S. E! WILLIAMS & Co., 7 Geatmene ST..NLY. 








and comes very near being as bad 
as nothing at all. 

This little piece of copy of S. 
E. Williams & Co. isn’t a hope- 
lessly bad example, but the fact 
that there isn’t much of it nulli- 
fies whatever strength the design 
might otherwise have had. It is 





40 


pretty safe to say if there had 
been a bold but not too heavy 
heading to this advertisement, and 
the balance of the matter were 
set up in plain type, it would be 
read by more people and create a 
better impression. 

It isn’t an easy matter to make 


a loud, far-reaching noise in a. 


small sound-proof room, 
* * * 


There is nothing particularly 
beautiful about a dead fish. Of 
course, an artist can make a pic- 
ture of a fish and, by giving him 
unnaturally graceful curves and 
splotching him with radiant rain- 
bow colors, cause him to present 
quite an attractive appearance. 

The real thing is different, and 
in the Freeport Hook advertise- 
ment shown here there is alto- 


gether too much space devoted to 
a fish, that no one would be likely 
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to admire until he was cooked. 
There is also another little fish 
for good measure down in the 
lower left-hand corner, and what 
is presumably a fisherman hold- 
ing up something which may have 
a direct connection with fishes or 
may not. 

At any rate, most of this adver- 
tisement is taken up by pictures 
which do not attract nor seem to 
serve any useful purpose. 

* * * 


The dainty little advertisement 
of Mr. George H. Woodward is 
reproduced solely for the purpose 
of showing the type of automo- 
bile now in use in San Francisco, 
and which Mr. Woodward is 
ready to repair and put in first- 
class condition on demand. 

It certainly is a graceful and 
pleasing vehicle, although its rear 
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extension is so bulky as to require 
a large amount of power to pro- 
pel it, and thus make it rather an 
expensive car to maintain. 

If this is supposed to 


be the 

















horn of the vilidals it must : wai 
a fine lot of noise as it comes sail- 
ing down Fulton street, San 
Francisco. 

* * * 


If Weinhard’s Beer took three 
gold medals at the Lewis & Clark 
Exposition, it was by reason of 
the merits of the beer and not be- 
cause of pictures of alluring 
women, And it’s the same way 








with the beer drinker as with the 
Exposition judge—it is the quality 
of the product that must be de- 
pended upon to sell it. So Wein- 
hard’s would do better to tell us 
all about their beer and give the 
pretty girl less space, 
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FRANKLIN AS AN ADVERTISER. 


Benjamin Franklin was the first real 
iAmerican advertiser, and he turned 
some tricks in the publicity line that 
haven’t been excelled yet. 

When Franklin decided to publish 
Poor Richard’s Almanac there was al- 
ready an almanac in existence publish- 
ed by one Titan Leeds. Leeds’ publi- 
cation was well known, and Franklin, 
on the other hand, was not. 

How to get himself talked about, was 
the problem that was up to Benjamin 
the Wise, whose face has long decorat- 
ed our one-cent stamps. 

In those days almanacs made a pre- 
tense of predicting the weather for the 
year to come. Franklin went one bet- 
ter and in his first issue gravely stated 
that his dear friend Titan Leeds and 
himself had disputed for nine years 
over a matter of a few days’ difference 
in the dates which they had deter- 
mined would be the day of Leeds’ 
death. 

According to Franklin, Leeds was to 
die on October 17, 1733, while Leeds, 
according to Franklin. fixed the date 
at October 26, the same year. Of 
course there had been no dispute about 
it, nor even a discussion. 

When Franklin’s almanac came out 
Titan Leeds was furious. He tore his 
hair and went about calling Franklin 
a liar and a bum predictor. Leeds 
made so much fuss, and to so many 
people, that they flocked to Franklin’s 
office to buy the almanac, just to see 
what it was all about, 

Which was just what Franklin want- 
ed, and what he had figured would be 
the result of his audacious move. 

Franklin, however, was too wise to 
be dragged into an argument with 
Leeds. He smiled and _ deprecated 
Leeds’ excitement, and kept his head 
and his temper. 

The year rolled around, and Leeds 
did not die. When Leeds got out his 
almanac for 1734 he called attention 
gleefully to the fact that he was still 
alive, and that Benjamin had guessed 
wrong. 

You’d think the philosopher would 
have regretted the size of the hole he 
was in—but he didn’t. R 

In his 1734 almanac Franklin grave- 
ly stated that he could not say for 
sure whether Leeds was dead, accord- 
ing to his prediction, but he felt sure 
that it must so, because, while an 
almanac had appeared in Leeds’ name, 
somebody else must have written it. 
Said Frankiin, “My dear friend Leeds 
was both a scholar and a gentleman, 
and he wouid never have used such 
language about me as appears in the 
almanac bearing his name. We have 
always been the best of friends and 
loved each other dearly. Leeds would 
never have forgotten his native cour- 
tesy so far as to attack me in this 
way. So Leeds must be dead.” 

By this time Leeds began to see 
that his tactics were a losing game 
and he quit being a foil for shifty 
Benjamin’s wise moves.—JSilent Part- 
ner. 


Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line o Pgs) dollars a page (200 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly inudvance. If a specified position is 
demanded foran advertisement, andgranted, 
douotle price will be charged. 


WANTS. 


Ae wanted to sell ad novelties;25¢ com. 
8 samples, 10c. J.C. KENYON, Owego, N.Y. 


RTICLES for mail-order business, Send circu- 
lars, prices. C. E. HOWARD, Beverly, Mass. 


DVERTISING MANAGER big trade paper 
seek: position; paper or a mercantile house. 
“THOROUGHLY E PERIENCED,” Print. Ink. 


T= circulation of the New York World, 
morning edition, exceeds that of any other 

morning newspaper i 

100,000 copies per day. 


W ANTED— Reliable men or agency’s in every 

business center of U_ 8. to solleit advertis- 
ing. collect, ete, LEN’S CATALOGUE 
AUENCY, Monterey, N. L., Mexico. . 


LLUSTRATOR for general advertising, maga- 

zines, book covers, newspaper ads. etc., in 

both line and wash. Permanent position for 
good workman. * F. D.,” care Printers’ Ink. 


ANTED—Position on daily. Young man, 23, 
Experience 4 years on daily, 5,000; business 

and advertising department, Quick, accurate. 
Now employed; desires change; personal reason. 
Best references furnished. “H. R.,” Print. Ink. 


ANTED—A practical binder for The Journal 

of the American Medical Association; one 

that wil) hold from one to twenty-six numbers. 

Can use in thousand lots if it is right in price 

and satisfactory. WILL C. BRAUN, Mgr. Supt. 
Dept., Chicago, IL. 


\ 7’ ANTED— Advertising, Newspaper and Maga- 

zine Managers. Reporters, Superintend- 
ents, Specialists and Office Men. We cover the 
entire advertising and publisbing field. Write 
to-day. HAPGOODS, 305 Broadway, New York, 
or 1010 Hartford Building, Chicago. 


APITAT, and MANAGER wanted for publish- 
ing house, Books, literary monthly and 
farm monthly. Now that so many are i 
ones it pays to push the good ones. 
“CENTER OF GRAVITY,” care Printers’ Ink, 10 
Spruce St., New York, N. Y. 


AP WRITERS ATTENTION—T have just com- 
pleted Course in Adwriting, and am look- 
ing for a position in this line, affording the 
opportunity to take over a part interest in the 
business. Location in the Middle West preferred. 
Address * INTEREST,” care Printers’ Ink. 


Aaa MAGAZINE and “ DOLLARS 
& SENSE” (Col. Hunter’s great book) 
should be read by every advertiser and mail- 
order dealer. Best ‘Advertising School ” in exist- 
ence. Year’s subscription and “Dollars & Sense,” 
50 cents; ample copy of ma ‘ine free. 
ADVERTISERS’ MAGAZINE, 
637 Century Building. 
Kansas City, Missouri. 


WELL-KNOWN, SUCCESSFUL PLANT 

COPY MAN, ten years’ experience senaey. 
usiness Promotion work, is 

New York Cit 


n America by more than 


A 


Publishing and B 

sition from an 
isher Or Manufacturer—or will 
join a good solicitor in NEW agency. Have aver- 


Agency, 


aged $3,000-4,000 a year for past five years. Am 
. American, married. Have some capital, good 
backing, G'LT-EDGE RECORD Also, Central num- 
ber small but good accounts. 
Address ** SERVICE,” 
care of Printers’ Ink. 


ANTED—Clerks ana others with common 
school educations only, who wish to qual- 
ify for reaay positions at $25 a week and over, to 
write for free copy of my new prospectus ana 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter m New York owes his suc- 
cess withip a few months to my teachings. De- 
mana exceeds supply. 
GEORGE H. POWELL. Advertising and Fusi- 
ness Expert. 768 Metropolitan Annex, New York. 
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OSITIONS NOW “ete writer, Md., $20; 
ecard and Cat big + 3 

Chi 0; telegraph ed 3 

city of., Va.; web pressman, Hoe 3.deck, Mich.; ; 

Duplex pressman, N. H.; news and job foreman, 

Kan., $20; stereotyper, Mass.; also for repor' ters 

and ‘linoty operators. Booklet free ER 

NALDS EWSPAPER MEN’S EXC HANGE, 

Springfield, poy 


WE WANT 
AGENCY MEN 


First—A publicity promoter; a live, 
ambitious man who has the depth and 
breadth to CREATE business, No so- 
licitors. 

Second—Copy producers; young men 
who can think; who can dig down to the 
bottom of any proposition, no matter how 
large; ideas are preferable to merely 
experience. 

Third—Rate and service men who know 
and will attend to their business. 

No investment required, Salary ac- 
cording to ability. 

L. ROY CURTISS ADVERTISING CO. 


« Commerce Bldg , Kansas City, Mo. 














May I Triple 
Your Business ? 
The manager of a re- 
tail grocery ina small 
townin Massachusetts, 
aA putting Cody ideas 
into his advertising 
witbout increasing his 
space or expenditure 
materially, tripled his 
business in nine 
months. The largest 
furniture manufactur- 
ing company in the 
world maintained its 
business last February 


& 
SYSTEM 


and March, during the financial depression, by 











advertising which I prepared. A single letter of 
mine muiied to 2,000 grocers brought $2,000 worth 
of orders. 

Any business man or advertising manager who 
will take gone ago Training Course in (/ffice 
Sale<manship, w txnert Service, will not only 
get his important advertising matter re-written 
or prepared by me, but will himself les»rn how 
to do these stunts for himself. My course is 
given personally to only 50 at one time, and cov- 
ers the whole art and science of Office Salesman- 
ship, Sy g> byt positions paying up to $125 
aw ° e a specialty of .oaching youn 
men and women to ndle correspondence an 
all forms of advertising work sucessfully, 
though most of my clients are business mana- 
gers who want expert service and ut the same 
time detailed reorganization of their mail 
soliciting ag mgt 

e) k, **How to Do Business b: 
Letter,” suversedes all others, the ONLY A 
THORITATIVE beok now published. Over 100 
model letters of all kinds—Letters That Have 
Actuaily Pulled Big Business. Thousands of 
points on correctness, style, business usage, 
postal regulations, etc., etc. 

Price, $1. Money ‘back if not satisfied. 
SHERWIN’ CODY, 1421 Security Bldg., Chicago, 


COIN CARDS, 


$3 PER Less for more;any printing. 
e THE COIN WRAPPER Cv,. Detroit, Mich. 


PRINTERS’ INK. 


PAPER, 


B BASSETT & SUTPHIN, 
54-60 Lafayette st.. New York City. 
Coated paversa snecialty. Diamond B Perfect. 
Write for hign-grade catalogues, 
Sein o> ee 
ADDRESSING MACHINES. 


Teas Wallac E STENCIL ADDRESSING MA- 

is the only one which cleanses the 

ome Lemedianely after tbe imprint is made— 

the vita! point in won. dire ssin Used an 
bay Kks’ INK, BUTTERICK _FUBLISHIN 

MoCLURE'S MAGAZINE, CURRIER BOYC i 

Co: "and a majority of the large publishers 

throughout the country 
ADDRESSING DONE AT LOW RATES. 
HINES FOR SALI. 
Wallace & oor 29 Murray St., New York. 


> 
HALF “TONES. 
ALF-TONKES for the news aper or catalogue, 
Line Cuts. Designs, E potreky Dee, THE 
STANDAKD ENGRAVING CO, 7th Ave., 
Times Square, 
Noe ae ae Bale SON 
3x ; 4x5, $1.60, 
Denver when pt accompanies the order. 
fend for sampies. 
KNOXVILLE ENGRAVING CO,, Knoxville, Tenn, 


SUPPLIES, 


ERNARD’S Cold Water Paste is being used 
on all advertising wagons traveling through- 
out the U.S advertising Kendall’s Spavin Cure. 
50-pound bex co sts $3.00, makes two barrels 
paste. BERNARD'S PASTE DEPT., 71 Dearborn 
Street, Chicago, 
de 


PRINTING. 


you share with us the economy of our loca- 
tion. Our facilities insure perfect work, 
Prompt estimates on letter-heads, factory forms 
and booklets in large a. ia THE BOULTON 
PRESS, drawer 98, Cuba, N 

«+ o> —___—__ 


PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 
for publishers and others from the foremost 
makers and wholesaie dealers in jewelry anc 
kindred lines. 500-page list price illustrated 
catalogue (@O) Greatest book of its kind. 
Hy Hy gt annualiy. 36th issue now ready ; free. 
. MYERS CO,, 47w. and 49 Maiden Lane, N. Y. 
en ed 


LETTER HEADS. 


100 LETTER HEADS and 

100 ENVELOPES, 75c. postpnid. 
Printed on linen bon Mail Order Bond; your 
choice of colors—White, Buff, Olive, Gold or 
Plue—to introduce our Money-Saving Price |.ist 
of GOOD PRINTING, If ra Me ant to see sam- 
ples before ordering send 4c. for postage. 

VESTERN BUSINESS ACE NCY, 
Princess Building, Chester, Ill. 


PATENTS, 


geee=PATENTS that PROTECT 


Our 3% books for Inventors mailed Ve sreeat 
of 6 cts. stamps. R.-8. & A.B. 
Washington. ).0. Eatab. ines” 


_—- ND 
ILLUSTRATORS. 
po STRATING, lettering, designing, photo 


retouching, illuminating, engrossing, etc, A. 
WONFOK, 172 South 8th St., Newark, N. J, 











DAVIDS’ PRACTICAL LETTERER 


at $1, postage paid, will teach you how to write show cards and 
Write for information, 


THADDEUS DAVIDS CO., 95 & 97 Vandam St., New York City. 


hundred pages, with full particulars, 


rice tickets, a book of one 


Address 
Est. 1825. 
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ADVERTISING AGENCIES. 


A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


RANKLIN ADVERTISING AGENCY, Tribune 
Building, N. Y. Ciassified and* Mail-order 
Advertising a specialty. Write tor estimates. 
LBERT FRANK «& CU., 25 Broad Street, N. Y. 
General Advertising Agents. Kstablished 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds piaced in every part of the worid, 
—_+>>__—_——_— 
INDEX CARDS. 
NDEX CARDS for all Cabinets. Get our prices 
and samples BLAIR PRINTING CO., 
912 Kim Street, Cincinnati, Ohio, 
— «+o 
HAIL ORDER. 
DS—I can make a quick success of any unsuc- 
cessful mail order business. Send for free 
booklet. ‘“*RXPERT,” P. O. Box 1615, New York. 
“eo 
AD WRITERS, 
3.00 I will write you an ad or circular to 
uickly pul! $100 worth of business. Un- 
succe eral mail-order men can make big money 
by writing me. Send for free bookie 
“EXPERT,” P. 0. Box 1615, New York. 
———__ ++ 


COIN MA ILER. 


$2 60 PER 1,000. For 6 coins $3. Any printing. 
° PYTHIAN PRINTING CO., Ft. Madison, la. 


PUBLISH ER @ Send for our folding coin 


carrier—the best device 
yet invented for sending money by mail. 


~ 


The 
card circulation managers have been looking for. 
Used and recommended by large publishers. 
Address, Printers’ Ink Press, 45 Rose St., N. Y. 
oe 
PUBLISHING BUSINESS OPPORTUNI- 
TIES. 


A Class Magazine. 


$140,000 gross business. 
Circulation 100,000, among 
High-class people. 

This property is well 
Established, and offers 
An unusual chance for 


An aggressive publisher 

To build a $500,000 

Property in a few years. 

A magazine that touches the 
Pocketbook always 

Interests progressive people. 
Price, $105,000. Which is low. 
Terms to responsible parties. 


HARRIS-DIBBLE COMPANY 


Successors to 
EMERSON P, HARRIS, 


Brokers In Publishing Property, 
253 BROADWAY., NEW YORK. 


NEWS BUREAU. 


J png words; daily, afternoons. $4 
ue ball results, $4. \\ ired collect. 
NEWS BUREAU, 166 Washington 8t., Chicago. 


PRINTERS R Ss R OLLERS. 


NO MORE CUT ROLLERS 
INK-DIVIDING BANDS 
Save — —— —_— a, Sales agents wanted, 

g pay; particulars mailed. 
N- Meo. “kK PoOMPAN,. ‘ole Mfrs., 370372 Smith St. 
(Tel rooklyn, New York. 





e—_—_——_—.- 
ADVERTISING MEDIA, 


M\HE Troy (Ohio) RecorD gives authorized ad- 

vertising agents 154 commission. Advertis- 
ers placing business direct ~— pay rates net. 
Big advertisers no except 


= 








How long does the ordinary two-piece 
tip on your guide cards last? Doesn't it 
always give out at the top? These 
one-piece 


Celluloid Tipped 
Guide Cards 


protect the top of the tab where the 
wear comes and more than double the 
usefulness of the card. Never crack or 
curl—in all colors, printed or plain. 

Ask your dealer for the one-piece tip 
or write direct for samples to 


STANDARD INDEX CARD CO., 
701-709 Arch St., Philadelphia, Pa. 











| Gan Increase Your 
Sales at Small Cost. 


Have been very successful 
in sales promotion through 
my intimate knowledge of 
the following departments 
of the work: 


Intelligent sales organization. 
Strong personal letters. 
Judicious advertising. 


Are you interested in 
such a man? 

If so, get in touch and 
let me convince you that | 
know whereof I speak. 

I will prove a wise in- 
vestment for you. Address 


“BUSINESS GETTER,” 
care Printers’ Ink. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
eards orcirculars, and any other suggestions for bettering this department. 








Moose Jaw, Sask. 
Editor Ready Made Department: 
Dear Sir—Will you kindly give an 
opinion of these Real Estate Ads and 
oblige, Yours truly, 


(Signed) RatpH MAN _ey. 





The first one I pick up isn’t 
very satisfactory, even for a house 
at $825. It gives no idea as to 
the sizes of the rooms;. it says 
nothing about the depth of the 
lot; and while I know nothing 
about the geography of Moose 
Jaw, I suspect that the location 
of the house is not given with 
sufficient definiteness to enable 
anybody to find it without a-guide. 
For all of which there may be 
good and sufficient reasons. The 
absence of these details, however, 
by contrast with those given, 
awakens the suspicion that they 
were omitted because, if stated, 
they would not make the proper- 
ty appear more attractive to the 
buyer. The buyer often makes 
just such deductions: 





COTTAGE 
four rooms, good build and 
two bed-rooms and two living- 
rooms; cellar, coal-shed, chicken-coop, 
33-ft. lot; location, West End; $825; 
easy terms. 
RALPH MANLEY, 
Academy Block, Opp. Hotel Cecil, 
River St. 


Has 
finish; 





The two ads here reprinted are 
also lacking in the more exact in- 
formation which the prospective 
buyer reads and ponders with in- 


terest. For instance, what does 
“Right close to the city” mean to 
a man who doesn’t know where 
Hillcrest is? How large are the 
lots? Who knows what Mr. 
Manley’s ideas of a “moderate” 
price may be? 

It is a mistake to assume that 
the prospective customer will 
come and sit on your doorstep 
all night, after reading the ad, in 
order to ask you for the informa- 





tion that will show whether there 
is any use for him even to look 
at the property. Nine men out of 
ten who are going to buy a lot or 
a house know almost to a cent 
how much they can afford to pay, 
how much down, and how mich 
in each monthly installment; and 
the dealer whose ad talks dollars 
and cents, and definite terms, will 
get that man’s first and most care- 
ful attention, if the proposition is 
about the size he has in mind. If 
it happens to be a smaller one, the 
information won't’ drive him 
away. If it happens to be more 
than he can “swing,” the publica- 
tion of facts and figures that show 
it, will save time for both the 
dealer and the prospective cus- 
tomer. 

It is well, of course, for the ad- 
vertiser to indicate in a foot-note 
that he has many other good 
things, both higher and lower, on 
his books; but if he is advertising 
a particular place, the printing of 
details will make selling easier 
and more economical, for, with 
printed statements of prices and 
terms, and a fairly comprehensive 
description of the property, he can 
be reasonably certain that the in- 
quirer is prepared to accept his 
price and terms, or something 
very near them, if the property 
itself is satisfactory: 





HILLCREST LOTS 
Right close in to the city; high and 
dry; splendid for building; moderate 
in price. [I sell them on monthly pay- 
ments. 
See me for Farm Lands. 
RALPH MANLEY, 
Academy Block, Opp. Hotel Cecil, 
River St. 





CAN’T BEAT IT 
For your cottage or shack; Hillcrest 
Addition; lots close in against city; 
and I will sell on easy monthly pay- 
ments. You can save money by 
building. 
Farm loans placed. 
RALPH MANLEY, 
Academy Block, Opp. Hotel Cecil, 
River St. 
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“SENTINEL,” 
Winston-Satem, N. C. 
Editor Ready Made Department: 
Dear Sir—I am enclosing herewith 
a few recent ads which have appeared 
in the Sentinel, on which I would be 
glad to have you pass your criticism. 
Yours truly, . 
(Signed) Rurus SuHore, Adv. Mgr. 





They’re all pretty good ads, 
from my point of view, and while 
it is hard to say which is the best 
of a number of ads for different 
lines,“ believe that most. people 
woukt single out the “Cigar Talk” 
ad as the most satisfying, all 
things considered, of the lot. 

It seems to me that the third 
paragraph deserved to be em- 
phasized a bit—by setting it in 
italics or, say, in narrower meas- 
ure. A word or two about some 
particularly good smoke for the 
money and the assurance that 
even the cheap smokes are kept 
in the model case, might have 
helped a little. 

It’s good, though, as it stands, 
and here it is: ‘ 


CIGAR TALK. 

There is no bad results from smok- 
ing when the cigars used are rightly 
handled, rightly kept and in the right 
order. 

Our New Model Cigar Case 
keeps cigars in most perfect condition. 

A cigar from this case is thoroughly 
dry but sufficiently moist to keep any 
dust or fine tobacco from the throat, 
which often causes hoarseness’ or 
tickling. 





A special and Pee advantage 
over the old way of handling prevents 
the cigars from crumbling or becoming 
crisp in the pocket. 

O’HANLON’S DRUG STORE, 
Cigar Department. 


As to the Norfleet Hardware 
Co.’s ad, it is of strong typo- 
graphy, but I think it wastes 
space in practically repeating the 
matter in the manufacturer’s elec- 
tro which heads it. 

I would rather see some state- 
ments as to the size of the ex- 
tinguisher, how much it weighs, 
how much of a stream it throws 
and how far, and, perhaps, the 
price. The fact remains, how- 
ever, that the ad as it stands, 
with its big, bold type and liberal 
space, is quite impressive. 

The Sink and Fansler ad has a 
scattered look; fewer leads be- 
tween lines and more between 
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paragraphs would have given it 
pleasing . solidity and _ strength 
without any appearance of crowd- 
ing. 

In phraseology, it is almost 
identical with nine out of ten of 
the ads for this line found in the 
newspapers. Not a price, not a 
hint as to styles, yet it is inviting, 
in the usual-very dignified way, 
as shown in the following reprint: 





OPPORTUNE TIME TO 
DECORATE. 

Our stock of Wall Papers, both For- 
eign and Domestic designs, were never 
more complete. 

We invite your inspection at our 
salesroom, or at’ your request we will 
submit samples. 

A pleasure to do satisfactory work. 

Our force of competent workmen 
make our work satisfactory 


SINK & FANSLER, 
Painters and Decorators, 
240 Liberty Street, ’Phone 668. 


THE 





The Winston-Salem Light and 
Fuel Co.’s full-page ad, too large 
for satisfactory photographic re- 
production here, is exceptionally 
well-balanced and harmonious, 
and the offer, as’ reprinted below, 
together with the good illustra- 
tions of the gas range and the 
cooking ware, ought to be the 
means of landing many orders. 
The headline makes a pretty 
strong claim, but one whose truth 
I am not in a position to ques- 
tion. It does occur to me that 
with so much space and so little 
matter it might have been well te 
say a little more about the ware— 
of what it is made, etc.—also a 
few details as to the size and 
capacity of the range. 





EVER 


THE GREATEST OFFER 
MADE BY AN G 


mAS 
COMPANY 

We have a limited number of sets 
of the above celebrated Sanitol Cook- 
ing Ware which we will give away 
absolutely free. A set of this ware 
is worth $2.50, but in order to place a 
Gas Stove in every home in Winston- 
Salem we will give a free set of this 
ware with each stove sold. 
_ The price of a Gas Stove, connected, 
is $10, or if you prefer, $3 down and 
$1 per month. In each case a set of 
this ware is given absolutely free. 

This offer for 30 days only, starting 
Monday, May 18th. 


WINSTON-SALEM ___ LIGHT 
FUEL COMPANY, 


’Phone 52. Main Street. 


AND 





Bett Lacan iaceeoe ie tone 
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Security Trust Company, 
Capital $250,000. Guaranty lund 
$100,000. 

St. Paut, Minn. 
Editor Ready Made Department: 
Dear Sir—We take pleasure in en- 


having it set attractively, arrang- 
ing the ads in sequence and is- 
suing proof sheets to the papers, 
as shown in the reproductions 
herewith: 





SHEET E 





SECURITY TRUST CO.—ADVERTISING 


INSTRUCTIONS.—RUN 


IN ORDER NUMBERED 





“ i” 
The “WIDOW'S MITE 
A trust company is an in- 
corporated adviser and EVOLUTION 
guardian, one to which the 
widow and orphan can come 
in full confidence of receiv- 
ing a ready and respectful 
hearing, and of having the 
‘widow's mite” and the or- 
phan's portion cared for 
with the same scrupulous 
fidelity that is given to the 
monies received from busi- 
ee eee Tt can be of service to you 
Bf a Daly Pane nes. Garitas $280,000.00 
3%% 2 fein Past ! loterest 
Certificates of No 
38 mateo 
Caritar $260,000.00 
SunPius $76,000.00 


ECURITY TRUST 
(NEW YORK LIFE BUILDING, ST Pa, 


(oe we | 


of the man with temporarily 
idle funds that he wants a 
safe place for his money— 
where it will earn the great- 
est interest without being 
tied up indefinitely. 
Our new certificates of de- 
posit solve the problem. 
Ask for particulars, 
Daily Balances on Deposits Sub- 
2% ei ject to Check. teres aptly, 


34% pele ol peaoenn Sot 
3%% ie Stara ogee _ 


Camivar $260,000.00 
Suer.us $756,000.00 


Security Trust GoMPANY 


NEW YORK LIFE BUILDING, ST. PAUL 


1 


Gasrvas 8g00.000.00 
® $76,000.00 


ECURITY st Go 
EW YORK LIFE BUILDING, ST. PAUL 


ha sae 
TRAVEL 


WHERE YOU MAY 





Qus LETTERS of CREDIT 
will aseure you a constant 
supply of funds. 
€ By, good all over the 
@ Drelts sold on all 
countries and cities of 
United States. 
Carita $260,000.00 
Suapius $76,000.00 


‘TRUST GOMPANY 


—— 
a 


The People’s 
Depositary 


Our savings department 
was organized to accumu- 
late the savings of the pub- 
lic and loan them out on 
improved real estate and ap- 
proved securities, giving the 


most liberal interest rates. 
Balances on Deposits 
st elec aa 
pt bs Sense of Deposit. Ne 
of Interest regardless 
time of withdrawal. sal 
Free of charge we deliver 
to depositors small banks for 
home use. 
CAariTAL $260,000.00 
Sunrius $76,000.00 


Come to Us for Aid A QUIET MIND 


whenever you are weary of the 
the care oF your properties. 

We will take full charge and re- 
port to you regularly. 

The law’s sale-guards surround 
your affairs when they are in this 
Company's care. 


Coane Y. Locas, 
oun Tiowe, veebrart 
Gen oe wR Moncan, Vice-Prer'é 
AT TESON, yay J 
eet Bincnaut, Aust , 
ESS 


CaPiTar $260,000.00 
SuRP.us $76,000.00 


SEcurITY Trust Company 


Ea es 


is richer than a crown, The at- 
tempt to care for valuables of great 
worth in a private Tones often in- 
volves a sacrifice of more 
precious than the alesis them- 
oo 

our chrome steel Safety 
hog Vaults only cost $4 per 


year. 
800 Individual Safes. 


Ennuer Buscuaut, | Aut. Seep 


Carita, $260,000.00 
Suarius 878,' Seounity Trust Commu 00 


—— 





closing herewith copies of some of our 
advertising for your criticism. 
These sheets we deliver to the vari- 


ous papers, as per 


instructions, 


Yours truly, 


(Signed) Cuas. 


ID. Matteson. 





The Security Trust Company, 
St. Paul, evidently employs sys- 
tem in the conduct of its adver- 


It will be noted that, aside from 
the brief presentation of strong 
arguments, the ads are so arrang- 


ed as to present a 


variety of sub- 


jects, so that the busy newspaper 
reader who merely glances at the 
ad each day, because its typo- 
graphy rather forces his atten- 


tising, at least to the extent of 
preparing copy well in advance, 


tion, soon becomes familiar not 
only with the name of the com- 





‘rang. 
id is. 
apers, 
ctions 
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pany but with the various ser- 
vices it offers, as well. 

This particular branch. of ad- 
vertising has not yet passed be- 
yond the educational stage, for 
there are still a great many peo- 
ple in ignorance, total or com- 
parative, of the functions of a 
trust company—people who should 
be patrons of such concerns in 
some ope or all of the depart- 
ments. Qf the business. These ads 
seen? oO “combine, to a rather un- 
usual degree, the educational and 
reminder values, 

What significance, if any, lies 
in the head and tail pieces, I do 
not know. They suggest nothing 
to me, unless, perhaps, it is the 
checker-board flooring found in 
some banks. If their purpose is 
merely to attract attention and 
identify the company’s ads, it 
seems to me, that they occupy 
more space than need be used to 
accomplish that object, and that 
some other device could be found 
which would immediately suggest 
safety or some other quality of 
the services advertised, and which, 
occupying less space, would have 
equal value in getting attention 
and in identifying the ad. 





Too Bad Not to Print at Least the 
Range of Prices With So Good An 
Ad. From the Evening Star, Wash- 
ington, D. C. 





Don’t Blame 
the Ice Man 


and claim that he is giving 
you short weight if you find 
that the ice in your Refrig- 
erator has all disappeared in 
the night. 

Come and get an_up-to- 
date and properly built Re- 
frigerator. The cost will 
not be much, if you buy it 
jt and we promise you 

1 be entirely satisfied with 
po one that we sell you. 

We have an_ immense 
stock of all sizes and ‘styles 
—the best and most eco- 
nomical makes on the mar- 


ket. 
We will gladly arrange 
the payments to suit you. 
PETER GROGAN, 
817-819-821-823 7th Street, 
Washington, D. C. 














From 


the Times, 


Louisville, Ky. 





When It’s 
Too Hot to Bake, 
Buy Button’s Cake 


Button’s cakes are always fresh 
and good. Button’s _ bakery, 
modern and sanitary. We make 
a variety of good things. Fancy 
little cakes, 75c.a hundred. Large 
layer cakes, three and four layers 
each, with luscious filling and a 
smooth icing. They sell as fast 
as we make them. 

Layer cakes 25c. and 35c. each. 


BUTTON BROS., 
Louisville, Ky. 











Poi 
H 


the Scranton 


iting Out a. Danger That 
ousewife Will Appreciate. 
(Pa.) Tribune. 


the 
From 





Don’t Mis-shape 
Your Curtains— 


it will destroy their grace 
and beauty and their artistic 
hanging. 

Our experience and our 
equipment qualify us_ to 
clean your draperies in a 
most thorough and pleasing 
manner, without the slight- 
est change in their propor- 
tions. Moderate’ charges, 
too. 


THE ae 
LAUNDRY, 


Scranton, Pa, 











Some “Reason Why” 


R 


* Copy on 
epairing. 





Expert Repairing. 


do all kinds of fine 
repairing. You get. the 
greatest amount of service 
for the money if you keep 
your shoes in good order. 
It is Very Important to 
keep the Heels straight. To 
do this it is necessary to 
have them repaired . often, 
and this small expense will 
make the soles wear longer, 
besides keeping the shoes 
from getting “out of shape” 
by running over at the side, 
as that is the result of al- 
lowing, the heels to “run 
down.” Bring the shoes to 
us when you want good 
work. It is always the 
cheapest. 
NEELY BROS.. 

172 W. Madison St., 
Chicago, Ill. 
Opposite Haymarket Theater. 
Open Evenings. 


We 














PRINTERS’ INK, 


ALLEGED HUMOR. 


PREFERRED POSITION. — “Did 
you notice the “conspicuous — place 
Gruntsey’s gaye my poem last month?” 

“Nol: Where'd ‘they put it?” 

: “Top of. column, next to. advertis- 
ing.”—Browning’s Magazine. 


"TWAS EVER THUS.—“When 
every minute counts save considerable 
time and trouble by using the - tele- 
phone, says the Providence Telephone 
Company, but everybody knows that 
is just when one hears in a sweet, low 
voice, “Line busy—shall I call you 
later?”’—Rhode Island A dvertiser. 


time ?”’ 
brisk 


LITERAL.—“What’s 
asked the old farmer 
salesman. 

“Twenty minutes after 5. What can 
I do for you? 

“IT want them pants,” said the old 
farmer, leading the way to the win- 
dow and pointing at a ticket marked, 
“Given away at 5.10.”—Judge. 


your 
of the 


ENGLISH SARCASM.—A ' restaur- 
ant. keeper noticed that some of his 
customers annexed the current day’s 
papers for an irritatingly long time. 
He hit on this little piece of sarcasm. 
Prominently displayed on the walls 
was the announcement: 

“Those learning to read are request- 
ed to use yesterday’s newspapers,”— 
Pearson’s Weekly. 


IT’LL COME HOME. 


Little Bo-Peep 
Has lost her sheep 

(It was an ancient 
It went on the hop 
To a butcher’s shop. 


ram) ; 


SPECIAL 
TO-DAY, 
SPRING LAMB. 


—New York Evening Sun. 


WITH ALLOWANCE.—There _ is 
an editor in a littke New York town 
who has a well developed streak of 
gentle humor and a fondness for gar- 
dening. Not long ago his man of all 
work left him, and the editor adver- 
tised for someone to fill his place. 
Among the applicants for the position 
was a man who seemed to know his 
business thoroughly, but who failed to 
produce reference as to character when 
requested. Moréovér, his eyes were 
somewhat shifty. 

“You say you’ have no references?” 
the editor asked. 

“No, sir, I have not,” the man re- 
plied in a tone of pnnite pride, “but 
I think, sir, that you will find honesty 
printed on my face.” 

The editor smiled a little. ‘Well— 
er—perhaps,” he admitted—‘that _ is, 
allowing for typographical errors,””— 
Denver News-Times, 


PROXY.—Dressing well is a form 
of advertising. Most men advertise i 
this way through their wivesx—Mahin 
Messenger. 


SURPRISING.—‘I have here,” said 
the long-haired visitor who had wan- 
dered into -the sporting editor’s room 
by mistake, “I have here a short poem 
on ‘Niagara Falls.’ ” 

“Don’t say! snorted the sporting 
editor. “How in thunder did you keep 
your paper from getting wet?”— 
Catholic Standard and Times. 


NOT A a 
“Suits to protect cattle,” she 
read aloud; “now isn’t that nice, of the 
Government! I suppose they will fur- 
nish each of the. poor, dear cows with 
a blanket.” 

Satisfied with this glimpse at the 
news of the world, she turned to the 
realities of the fashion column.— 
Philadelphia Ledger. 


WHY 
GOWN ?— 


DISCOURAGING FOR THE 
POET.—This is the editorial method 
in one of the Billville settlements: 

“Might I ask you to read 
poem?” said the poet, timidly, 

“You might,” replied the editor, “if 
I’m not too quick for you; but, as it 
is, I anticipate you. Follow ‘the shot- 
gun barrel to the door, then turn to 
the right!”—Atlanta Constitution. 


this 


THE PUNISHMENT FITS THE 
CRIME.—A_ new_ consignment of 
punsters and professional jokers had 
just been brought before His Satanic 
Majesty to receive sentence. 

“And what shall their 
be, sire?’’ 

“To the caldron with them,’ 
Satan. “Thus may it be 
ord that to the very 
over with humor’!’ 


punishment 
asked the Hades executioner, 
laughed 
put on rec- 
last they ‘bubbled 
—Lippincott’s. 


DEAD.—“‘Silas Kidder has just an- 
swered my letter,’ said the country 
editor’s assistant. “You know I wrote 
to him and told him his subscription 
had expired.” 

“What does he say?” asked the edi- 


or. 

“Dumbed if I know, He just sent 
my letter back with some Italian words 
scrawled on the bottom: of it. Looks 
like ‘requiescat in  pace,’”—Catholic 
Standard and Times. 


COULDN’T STAND IT.—A ianky 
countryman walked into a new spaper 
office and said: “‘} old guv’nor’s 
dead and I should like a bit of poetry 
or sumthink put in Bn aper about 
him.” “‘All right,’ eplied the clerk, 
“hand it over.” “Cant you fix sum- 
think up for me?” the countryman 
asked. “He was a right good c ap,” 
“Oh, yes,” returned the clerk, ‘‘we’ll 
manage that for you. our charge for 
‘In Memoriam’ notices is sixpence an 
inch.” “Oh, thunder,” exclaimed the 
mourner, “I can’t that; my 
guv’nor was over * Office 
Helper, 


stand 
six feet.’ 





